

Yes, proper coverage /$ essential when you spend your radio 
advertising dollar. Station WJR with its 50-thou5and watt signal 
covers the densely populated areas, the little towns and remote 
places. 97.4% of the population of WJR's listening area own radio 
sets. That is proper coverage. That is why WJR is Michigan*s 
greatest advertising medium. 



Call or write 
your nearest 
RETRY office 



WJR 



CBS 



50,000 WATTS ^ 




FREE SPEECH MIKE 



THE GOODWILL STATION, INC. -Fisher Bidg., Detroit 



G. A RICHARDS 
Chairman af the Baard 



FRANK E. MUUEN 
Pre tide nt 



HARRY WISMER 
Attl. ta the Pr«j. 



\ 
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Fortune finds radio 
first U.S. leisure- 
time activity 



Flower seeds are 
big 1949 premium 



NAB fights 
secondary boycotts 



Little new on TV in 
Europe 



WMGM thesis: 
radio-here-to 
stay 



William Morris 
first in TV 
talent business 



Anti-chain store 
law reduced 



Newspapers lead 
in TV station 
ownership 



Radio is still America's number one leisure-time activity, accord- 
ing to Elmo Roper's latest survey for Fortune (March 1949). Men 
reported they turned to radio first 51> of time , and women stated 
they turned 54% of time. 

-SR- 

Flower seeds are back as premiums in big way. Procter & Gamble is 
using seed offers on six daytime serials, and General Foods on one. 
P&G's offer is a part of S50,000 prize contest. GF's is a self- 
liquidating box-top and 15(i deal. 

-:;r- 

NAB*s fight for amendment to Senate Bill 249 to prohibit secondary 
boycotts is in reality a fight for entire advertising business. 
Danger of unions picketing places of business of advertisers when 
media they use is struck continues to raise ugly head, and only 
Federal action can prevent it. 

-SR- 

Progress is being made on TV in England and France but General 
Sarnoff (Chairman of the Board of RCA) reported, following his 
recent six-week trip, that he had seen nothing; abroad to indicate 
that developments had reached importance to U.S. 

-SR- 

WMGM, N.Y., is becoming big entertainment business — part of Metro- 
Goldwyn-Mayer but something that MGM never had before. MGM record 
division is using WMGM studios for recording, many MGM stars are 
transcribing special shows for WMGM , which will be syndicated. 
Station's operation is based upon radio-is-here-to-stay basis 

-SR- 

William Morris talent agency is number one in TV at present. In 
band business it runs last of important agencies. First in band 
b usiness^ on or off the a ir, is Music Corporation of America, 

-SR- 

Ten of 28 states which have had anti-chain store legislation on 
books have repealed discriminatory law. In each of states, case 
agains t lav; was t a ken to people i n part via airwaves, 

-SR- 

Newspaper publishers lead all organizations interested in TV, 
according to FCC. Publishers represent 51.5%, broadcasters (broad- 
cast station owners, who are publishers not included) 16.1 , motion 
picture theaters 6.6%, and manufacturers and retail merchants 6.1*^ 
each. 



Si'ONSOlJ, Vohuite 3, No. S, 14 Marrli 1940, I'nblishcd tvery otlicr Motulav bv SI'ONSOll rublications Inc. Sliiid nnrt Kim, Italtlmnre II, Md. Ailu tisintr. Kilm^nal, rtr.u 
latlon (HIUts 40 West 5:; St., New York 10, N.V. $8 a yvnr in U. S. $9 elsewhere APplifution for tiitry as set'<>nd da^s maltfr U p^iulink! nt nalimon*, Md. iH»-t oflkn*. 
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Fifth net 
in 1949 



FCC did not 
force Berle 
and Godfrey 
vacation 



NBC-CBS TV 
battle is on 



Sponsors buy 
first and second 
picture rights 



Lever Bros, 
turns to "big" 
packaging 



Baseball on air 
tops this season 



Fifth network long talked-about seems destined to become reality in 
1949, Several top-flight radio station executives will head up new 
web and money will come from national investment house, 

-SR- 

Word-of-mouth propaganda anti-Berle and Godfrey is circulating to 
effect that their month vacation was an enforced one — enforced by 
Federal Communications Commission, Check with Washington reveals 
FCC had nothing to do with Berle and Godfrey needing rest. 

-SR- 

NBC still leads networks in selling "big" TV networks to sponsors. 
Harry Kopf, NBC sales v. p., claims that NBC TV stations had 128 
hours of commercials, while nearest competition had 35. Week of 
2 January was used for comparison. CBS currently reports 18 
sponsors, NBC 24. CBS claims to have 7 more signed, while future 
business on NBC is not available for publication at this time. 

-SR- 

More and more sponsors are becoming interested in buying first and 
second rights of motion pictures. Producers sell pictures at less 
than actual cost, gambling on fact that they'll be worth more after 
first and second runs since TV will be nationwide for re-run rights. 
American Tobacco has deal like this for its "Your Show Time." 

-SR- 

Two major network programs, "Amos 'n Andy" and "Big Town", are feat- 
uring Rinso's "giant-sise" package. Lever Brothers* deal is based 
upon feeling that appeal of size and price are synonymous. Price is 
currently becoming more and more vital to making sales. 

-SR- 

Baseball will be heard on more stations this season than ever before 
in history of broadcasting. In some areas, mostly hot minor-league 
towns, TV will be forbidden, but these areas are very few. Atlantic 
Refining will have just as big baseball schedule as previously, 
using three TV stations in Philadelphia in order to present all home 
games of Quacker City teams. 



CAPSULED HIGHLIGHTS 

IN THIS ISSUE 

The automofive picture is an index fo +he economy of 
a greai sec+ion of America's working popula+ion. How 
fhe aufomobile indusfry is using radio is repor+ed in de+ail 
in fhis issue. page 21 

Letters tell many stories and nof fhe leasi of +he iales 
is whaf fhey reveal +o sponsors. page 25 

Selling in both English and Italian ai fhe same fime 
isn'f easy. La Rosa has found how +o do if with a Skippy- 
fype English show and a fypically lafin varlefy-drama 
program Page 26 

Wire, tape or transcription? Thaf's fhe quesfion which 
Mr. Sponsor Asks in fhis issue. page 46 

FAX! Whaf is ifs present sfafus? page 32 

2 



What's the Outlook? l+'s becoming somewhaf muddled 
buf sponsor's edi+ors forecast wifh facfs, figures, and 
no crystal ball. page 12 

TV Newsreels are vital. How INS-IMP builds one is 
presen+ed wifh fhree pages of pic+ures. page 29 

IN FUTURE ISSUES 

What makes a soap opera tick. 11 April 

Automobile dealers on the air. 28 March 

Mr. Sponsor Asks: "What abouf radio and TV rafes? 
Can fhey be in+egrafed? 28 March 

NAB projects? Whaf do agencies and sponsors think 
of fhem? 1 1 April 

Will there be 3,000 stations in 1952? 28 March 

SPONSOR 



HIGH SETS-IN-USE 
OUTSIDE OF SALT LAKE 

METROPOLITAN MARKET 



For years time buyers have speculated that smaller 
urban centers and rural areas probably listen to 
their radios more frequently than do city dwellers in 
metropolitan centers. An accurate measurement of 
comparative sets-in*use was made In the Winter, 
1947 Intermountain Hooper survey. Comparing the 



sets-in-use in the Salt Lake City metropolitan area 
with the sets-in-use for the 1 3 outside Intermountain 
cities, it was found that there are 52,6*/© more sets- 
in-use in the 12:00 Noon to 6:00 PM period, and 
100% more sets-in-use in the 8:00AM to 12:00 
Noon period! 



SETS-IN-USE • 


Monday through Friday - Winfer, 1947 




TIME 


SETS-IN-USE 
13 INTERMOUNTAIN NETWORK CITIES 
OUTSIDE OF SALT LAKE CITY 


SETS-IN-USE 
SALT LAK€ CITY 


8:00 AM.12:00 Noon 


28.3% 


14.0% 


12:00 Noon-6:00 PM 


29.2% 


19.2% 



The high daytime tune-in in the beyond metropolitan areas of the Inter- 
mountain West means that in many areas the daytime advertiser on Inter- 
mountain Network secures sets-in-use equal to nighttime listening in the Salt 
Lake metropolitan market. 



SETS-IN-USE • 


Winter, 1947 Hooper Survey 




CITY 


EVENING SETS IN USE SUNDAY THRU 


DAYTIME -MONDAY THRU 


SATURDAY 6:00 PM— 10:00 PM 


FRIDAY, 8:00 AM — 6:00 PM 


Salt Lake City, Utah 


35.6 




Rock Springs, Wyoming 




32.7 


Price, Utah 




40.0 


Billings, Montana 




37.8 


Casper, Wyoming 




31.7 


Idaho Falls, Idaho 




32.2 


Powell, Wyoming 




32.2 


Miles City, Montana 




28.8 



THE 



INTERMOUNTAIN 
NETWORK. Inc. 




Inc. National Representatives 



Now Tork 



Chi<ago 



lot Antjclc^ 



Son Fron<iico 
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SPONSOR REPORTS 
40 WEST 52ND 
NEW AND RENEW 
OUTLOOK 
P.S. 

MR. SPONSOR; JOE ALLEN 

THE AUTOMOTIVE PICTURE 

LETTERS TELL A STORY 

LA ROSA 

FARM RESULTS 

BUILDING A TV NEWSREEL 

FAX 

MR. SPONSOR ASKS 
8ERLESDAY 

4-NETWORK TV COmPARAGRAPH 
TV TRENDS 

CONTESTS AND OFFERS 
SPONSOR SPEAKS 
APPLAUSE 



I 

4 
9 
12 
14 
18 
21 
25 
26 
28 
29 
32 
4i 
60 
63 
68 
71 
74 
74 




1 iihMstM 1 l>lnrrkl> h> SPONSOR PUKLICATIONS INC. 

KiiTiitlvc Mitorlal. ftud Advi-rTWlm: Olllrcv. 40 \V( t Sli 
Strc. I, Nt w > nrk \U. S. V. TflrDhom I'la/ii 3-1 2li 
( )il(-aKO onirr: 3.0 N .M irliiKtin -Nvciiiu- Tilc|i|ionc Kin- 
untlal 15.11; I'ulilJcatlc'ii (llllccs V^iu\ anil VAtu. Iliiltlmorr. 
Mrl S))lmf rlpl Kin l iillc^l Stare s a vcar, <'an«fU $'» 
Hln«lo coiJli s Sdf l'r;itt«-(| in I' K A ("oj)yrlKlil HMO 
SPONSOfl r>UULICAT)ONS )NC. 

I'r( nt and I'lihl Iwr: Nnrin-m II. CUnn. Si i rclnr> 
'I'r Hs ir»r 1 lilnt- f'oirucr <Jli rin. IM t r .Ir. \l 
Korliji r. Ansiirlntc IMItors I'raiik llarinltcr. < liirJc 
Slriflalr, Dan Itl Jiinan lif'scarrlu r Ktdla Jiranriir. Art 
lire tnr riepuurl Wwfmlcr. XiJut'I Itm IhricMiii l-isli-r J 
I'.liiiii nth i) A Iw-rri mi, )»> pitrtrn tit M. ]| l.iltlunt;: 
(( JilrnM p M.'ina^crl J*'rr\ <;i\nii Jr ; .>n«(l(s) J)iin 

tri \ s , rr A t Wii , UH I ( S. n J- mn Istni 

IXit) an A srutt K * r> \] lu )tj Ir Cirnilatlon .\l.inn« r 
.\t ]u n Khm 



I (»\ \ It I'M Tl Itt. 
I ih < iir til II 



li ■\ r I t ■ 



Iti X III rli\ U 
■fTnrt II r t 

I t Ik 11 li \< M 



III 



40 West 52nd 



UNDERESTIMATING KHMO 

1 wonder if the odiiorai de|»ailiii(Mi! 
of sp().NS(H{ reads advcrlisenieii!?^ 
pultlisluM] in \ owv ina<za/ine. 

For snine nionllis now \\c liav(^ itecn 
a(]\(M!ising the fa<l llial KlIMO oper- 
ates a! .'x(»(H) walls on 1(170 ke. and 
in one of \<mr Jannar} issues y(tu 
slale<i Ihal KlIMO was "2r>(» walls." 

\\'\ym: W. (jiiiiH 
Sffilion MdiKif^cr 
KIIMO 

llainiihdl. Mo. 



LIKES BIWEEKLY 

I like your nia^a/ine vei \ nnndi and 
icol thai llie ehanjie from a nmnthK 
U- a l>iue(^kly was a \ (M y ^'ood on(». 
1 was ver\ glad to s(h^ ilial <|nalit\ 
<»f lh(^ arlicK^s an<] n(»ws did inti ^uf- 
fer l)\ the elian<!i(% and lio|)<' that yon 
will k(M*|) n|i lli(^ jrood work. 

IJ(»|{KKT C. ll\/KLT(tN 
Advertising Manager 
Riihsaiii llornmmn 
i\ew York 



RURAL REPRINTS 

\\\^ should apprt^eiale ree(M\ in,u ;i 
n^prinl (tf your S(M'ies of fi\-e arlieh^s 
on llie lisleninp; habils of ptvtjilc in 
rural eonnnuiiities. 

I liauk \(Hi for your eonperalion in 
tills matter, 

V\\ LI.NK M.\.NN 

Media f)irrrlitr 
'/AoH c. A'. )^ 

• In reply to the in.inv rcijnests for SPONSOR 
/.inn seriep, i-tnritits .irc not nv.iil.ihle. Hie indi- 
vidii.il i.sstic!4 ill which the jwrit-s .i|>t>carrd .irc Octo- 
her I94H, Novcmher IQ-4H, TVtvtiihvr 19IH, \ J.iim- 
ary 17 j.iiiti.iry I'MQ. 



IMPORTANT "FIRST" 

]{(*ad tlieartieh* in sno.NsoK. Jaiuini) 
\\\ is>u(\ *'(lomni(M('i;ds uitli a l*lu>.*\ 
1 lioujilit llii.s was an excellent feature 
l>ut iii(-()nipl<'t<\ 

Win? 

(lause you omitted perhaps the most 
rev(thitiniKir) idea in transerilM^I eoiu- 
uien iai ninionneenifMil> — uanieK . tlu^ 

I llnian Jinjrh^ Lihrarx uhieh includes 
sing in «i announeenuMits htr I«l I \ po 
of hiisiness. I think Nfui'll agree thai 

II (t out fit prodiiees mir |>aekage that 
e(iusi>ls of 672 sepiiat<* jingles NT 

(Vlciisv tiini hi pa^c .'I /J 



Your Sales 
in Houston 

will Match 
this Index 

WHEN 
YOU USE 




IN HOOPER 



IN THE 
SOUTH*S FIRST MARKET 



All **vital Statistics" 
show that Houston and its 
great Gulf Coast market 
are growing lustily. 

Department store sales 
are up 23^/ for the first 
1 1 months — tops among 
Texas cities. Building per- 
mits for I I months jumped 
from S65,()8(),()64 in 1947 
to $92,273,372 in 1948. 
Harris County population 
increased from 740,000 to 
780,000. 

To sell HoNStopi and the 
Gulf Coast, buy KPRC — 
FIRST IN EVERYTHING 
THAT COUNTS. 



HOUSTON 

950 KILOCYCLES • 5000 WATTS 

NBC and TON on the Gulf Coast 
Jack Harris, Manager 
Nationally Represented by Edward Petry & Co. 



WAIT 



Has The Buyim Auwence! 



Renewals 



. . .the seventh thirteen-week 
on your program . 



»50i 



Com 



"■-•NO, !!*''*^'"'C 



3£ 



Complete Sellout 

. . . the new item sold out com- 
pletely in Marshall Field & Co. 
and the Fair. 



Chic 




^y ^- """" "egu;;/^ 



Increased distribution 

GOLDBLATT'S are now stocking 
and selling the Grill. . .SEARS 
and WARD'S will soon carry 
the POLLY Grill. 




In the center of the dial 
in 

CHICAGO 




WIND WMAQ WGN WBBM 
560 670 720 780 



WAIT 

820 



WENR 

890 



WCFL WJJD WSBC WGES 
1000 1160 1240 1390 



5 O O O mmm m% ■ 360 No. Mich. Ave. 

WATTS WW ^^'1 I Chicago 1.1 LL. 
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REPRESENTED BY: RADIO REPRESENTATIVES, INC. 





ARE YOU MISSING 
YOUR CUE ON THE 
PACIFIC COAST? 





Oox'tlet YOU« Pacific Coast radio campaign lall Hat by miss- 
ing )()nr cue for nuixiimun sales! Buy the Don Lee Network of 45 stations and get maximum sales out 
of llie market where more than ISlz miUion people spend over 14/2 hiUion dollars a \ear in retail sales. 

Tnii: Pacific Coast is nic! It covers 323,866 s(Hiare miles, contains 133 comities, extends 1,352 miles 
from Mexico to CJanada. Only Don Lee, with 45 local network stations, has cnotigh stations to eo\er 
this vast area thoroughly — nearly as many as the other 3 Coast networks combined! 

l^ACiric CoAsr hadio is Dijjcrent! Mountains up to 15,()(K) feet high suvromid nearly ex'ery market 
and make long-range broadcasting unreliable. People listen to their own local network station, within 



LEWIS Al.LLN WEISS, PyesiJcfit WILLET H. BROWN, Exec. Vice-Pres. ' WARD D. INCRIM, Director of Aiivertisirtg 
131 3 NORTH VINE SfRKIIT, HOLLYWOOD 28, CALIFORNIA ' Kf/'mfwW AV///<7«.///r ^) |OHN ULAIR .s. COMPANY 




Of the 45 Major Pacific Coast Cities 



ONLY 10 

have stations 
of all 4 
networks 




3 

have Don Lee 
and 2 other 
network stations 




7 

have Don Lee 
and 1 other 
network station 




25 

have Don Lee 
and NO other 
network station 



6 



SPONSOR 




their own buying market, rather than to out-of-town or distant station**. When )*on buy Don Lee, your 
message is released ivithiti 45 of the Pacific Coast's leading buying markets. Don't miss your cue for 
maximum Pacific Coast sales by radio. Sell the whole big, wealthy Pacific Coast with Don Lee! 

DON LEE STATIONS ON PARADE 

KHJ — LOS ANGELES, CALIFORNIA — Keystation and headquarters of the Don Lee Network since 
1927, Serves the Coast's largest market tvitJi 5000 tcatts at 930 KC. Just one of 45 good reasons tcliy 
tjour Pacific Coast regional advertising sliotdd be on Don Lee. 
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KFH IS TOPS 



HOOPER STATION 
LISTENING INDEX 





CITY: WICHITA, KANSAS 



CITY ZONE 



MONTHS: NOV. -DEC, 1948 



SHARE OF AUDIENCE 



TIME 


RADIO Q 
STATION D 


RADIO 
STATION Vi« 


RADIO 
STATION U 


KFH 
KFH-FM 


WEEKDAY MORNING 

MON. THRU FRI. 

8:00 A.M. — 12:00 NOON 


21.1 


12.9 


31.1 


31.1 


WEEKDAY AFTERNOON 

MON. THRU FRI. 

12:00 NOON — 6:00 P.M. 


22.9 


22.9 


22.9 


28.3 


EVENING 

SUN. THRU SAT. 

6:00 P.M. — 10:30 P.M. 


12.9 


32.8 


18.0 


33.9 



The 1948-1949 Hooper Listening Index Indicates a tremen- 
dous audience switch to Kl'H. As an example. Station 1) 
above, for the October-November, 1947 (\veekda\ morning) 
had 40.7 and KTll had 23.4. The same period for 1948 gave 
station D 35.2 and KTH 27.2 hut as you can see above, for 
November-December, 1948 both stations 1) and Kl'H each 
share 31.1. 

At night the KFH audience leads all Wichita stations 
and exceeds that of Station D by 88^^! KFH is indeed 
tops in Wichita. 



5000 Watts - ALL the time 



KFHci 



REPRESENTED NATIONALLY BY EDWARD PETRY A CO.« INC. 



WICHITA, KANSAS 



8 



SPONSOR 
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New and renew 



1 



i 

■m 

i 



New on Networks 



SPONSOR 



AGENCY 



NET STATIONS PROGRAM, time, start, duration 



Frain Corp 

Lever Bros Co 
White KinK Soap Co 



Vansant, Duffdale 



J. Walter Thompson 
Kay inond Morgan 



MItS 



CBS 
MBS 



167 
10 



Sports Thrill of the Week; Sat 9:55-10 pm; Mar 12; 
12wks 

Winner Take All; MTWTF 4:30H:15pm; Feb 2H; 52 wkN 
Cliandu; Su 10:30-11 pm; Fob 6; 21 wks 



(Fifty'two weeks generally vieana a iS-week C07itract with options for S successive 13-week renewals. It's subject to cancellation at the end 
of any IS'Week period) 



^^^^^ 



Renewals on Networks 



SPONSOR 



AGENCY 



NET STATIONS PROGRAM, time, start, duration 



FalsttnfT Brewinfr Co 



Dancer- F it 7.fi:erai(l-Sain pip 



NBC 



33 



Music From The Heart of America; Th 9:30. 1» pm; 
Fell 3; 52 wkis 



National Broadcast Sales Executives (Personnel Changes) 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



ill 



Boh Bell 

Fred L. Bernstein 
Clarke R. Brown 
Bryan J. Bush 
James Crawfurd 
Edwin C. Derryberry 
Tom Gallery 
Paul E. Gilmor 
James Kelehan 
Bill Phreanor 
Leo Itosen 



Forjoe, Phila., m^r 

Gardner* St. L., head timebuyer 



UTTC, Xew Brunswick N. J., sis mjrr 

DuMont, N. Y., pub rel dir 

WFAIi-FM, Alliance <). 

KWDM, Des Moines, vp, sis mgr 

KYOR, San Diecro, M^r 

WROW, Albany, V. Y*. prom mgr 



Sponsor Personnel Changes 



WCTC, New Brunswick N. J.» sis mpr 

WTTM» Trenton N. J., sis mcr 

Texas State network, Ft. Worth, gen sis ingr 

WDOD, Chattanooffa Tenn., sis mer 

WPEX, Phila., sis mcr 

WBAY, Coral Cables Fla., sis mpr 

Same, sis dtr 

WliBC. Canton O.. sis mpr 

KU)A, Des Moines, sis inf^r 

KCMJ, Palm Springs Calif., sis tngr 

Same, sis ingr 



■1 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Stanley M. Abrams 

D. C. Bythell 
Evelyn M. Corper 

Edwin \\\ Ebel 

Ilarland C. Forbes 
Albert J. Goetz 
Archie IIcrzofT 

Frank Johnson 
Ralph T. Johanson 
Ben /. Kaplan 
Harold E. Karlsruber 

Emanuel Katz 
Seymour I. Kawaller 
Harry G. Lampman, Jr, 
Georfirc B. Millikan 
Joe Risolute 
Hudson R. Searing 
William V. Shaftner 
Arthur A. Starin 

John L. White 
llobert Wallace 



Emerson Radio & Phonograph Corp, N. Y'., sis 
prom mgr 

Sterling Drug Inc <Ccntaur-Caldw ell div), N. Y'., 
adv mgr 

General Foods Corp (Gaines div), Kankakee 

111., sis, adv mgr 
Consolidated Edison Co of N. Y.» vp 
Pepsi'Cola Co, N. Y'., asst vp in chg adv 
Columbia Studios, N. Y". 

Gamble-Skogmo Inc, Mnpls.* asst adv mgr 
Ueynolds Metals Co» Chi., western mgr 
WNBC, N. Y'. asst adv, prom mgr 
Emerson Radio & Phonograph Corp, N, Y.» 

eastern regional sis mgr 
San-Nap-I»ak Mfg Co Inc, N. Y'., vp» sis mgr 

Blatz Brewing Co. Milw., vp, gen sis mgr 

Wilson Sporting Goods Co, Chi., asst adv mgr 
Consolidated Edison Co of N. Y'., N. Y'., exec vp 
Pacific American Steamship Assn 
Scott & Bowne Inc, Bluomfield N. J., adv, sis 

prom mgf 
Grapette Co, Camden Ark. 
Zenith Radio Distributing Co, Chi., slsman 



Same, sis mgr of TV div 

Trans-Canada Airlines, Montreal, adv dir 
Conti Products Corp, N. Y'., adv mgr 

Same, gen sis mgr 

Same, exec vp 
Same, vp 

Universal-International Studios, N> Y'., stadio adv, prom 
mgr 

Same, adv mgr 

G. Ileileman Ure^ving Co., LaCrossc Wis., vp, gen mgr 
Motorola Inc, N. V., adv, prum mgr 
Same, sis lugr of home radio div 

Same, pres, dir 

Dr. A. Posner Shoes Inc, X. Y'., &ls prom, adv mgr 
Beverwyck Breweries Inc, Albany N. Y'., gen sis mgr 
Bowey's Inc, Chi., adv mgr 
Same, adv mgr 
Same, pres 

Wine Growers Guild, Lodi Calif., adv, pub rel dir 

Sweets Co of America, Hoboken N. J., adv, »ls prom mgr 

Same, sis dir 
Same, sis mgr 



• III nvxl issue: AVir \aiiipnitl Seleeiive ihtsittvss. \eiv ami Ueueivvd on TV 
Ailvvriising Agvnvy i'ersonnel Chuugvs, Siaiiou Uvpreseniuiirv Changes 



New Agency Appointments 



SPONSOR 



PRODUCT (or service) 



AGENCY 



Air KinfT rrorlurts (*« Inc, N. Y, 

Allied riorists As<ioriation uf (ireatcr Italtimnre Inr, 
l(.ilt» 

\min-i-dcnt Inc, Jersey ( ity N'. J.. 

(larbo MffT C». N. ^ 

hair rolurinffx Kedfield — Johnstone, N'. V. 

Harry's Newark N, J (^istume jewelry Ad^erti^inf; & I'rintinK, Ne%%ark \. J. 

liell-IIriMik Dairies Inc. S. F Dairy produrts Iloefer, Dieterich & Hrown, S. F. 

Itird l*ro%ision Co Pikin III. Meat prods Mare, Feoria III. 



.TV, radio sets, wire recorders Joseph Katz, N'. Y. 

Trade association RuthraufT & Ryan, Ilalto. 

. Amin-i-dent tooth powder (*ecil & Presbrey, N, Y. 

. Harbn Compound, Instant Karbo 



niiiir ( orset Co, ( hi 

lifts ^IanufacturinK ( 'o, Kiner\ % ille ( alif 

Ilrick ()• Gold Corp, Red%%ood City (alif. . . 

Ceico ( orp, Santa Monica Calif. 

( hica^o Kosher Packiufr ( o, ( hi 

( (ihbs Fruit & Pres«rvinR ( o, little Rner Fla. 

( nlliy I iichter Corp, Mt. % ernon N. Y 

Coronet Mafca/ine. Chi 

D.iinty Dot Hosiery, Kostnn 

DandruR Corp, Ilii^huootl 111 

Diamond State Hrewcry Inc, W ilnniiKton Del 

|)i\ie KreH inK Co, New Orleans 

Duncan Coffee Co, Houston 

Kaffle Oil & Refininf; ( o. I . A 

Idible Oil Institute Inc NY. . ... 

Klectric Auto-Lite ( o, Toledo O. . .. 

Lstiuire Ine, Chi 

I'drman, Ford & Co, MnpU . . . . 

1- reiirh Jewelry C o Ine, Phila. 

Fulcrum Oil Co, Franklin Pa. . 

(ladfret Guild uf Amerlea, I . A 

(■eneral Machine Co liir, Fmmaus Pa. 



Fashion Hour foundation Rarments Jones Frankel, Chi. 

Snoko Ice Shafers Ad I ried, Oakland Calif. 

Ice cream, dairy prods Raymond L. Sines, S. F. 



CrayolTs 

King David Knshered frozen meats 

Fruits, preserves 

( olby pocket, table lishters 

Mafrazine 

Hosiery 



. .Mayers, L. A. 
. . Kaufman, Chi. 

. Gottsrhaldt, Morris & Slack, Miami 
. .W. II. Doner, N. Y. 
.Schwinuner & Srott, Chi. 
. ReinKold, Hoston 

Sulfa-DaudrufT Casler, llampstead & llanford, Chi. 

.Diamond State, Stoeckle Premium beer . ^ ardis, Phila. 

Beer Se*vell, New Orleans 

..Coffee I.eche & Leche, Dallas 

. Golden Kaele Gasoline, Hanfrer Motor 

Oil Gunn-Mears, N. Y. 

.Trade assn Keaumont & llohman, L. A. 

. Automotive eciuipment Newell-Kmniett, N. Y., for T^ adv 

MaKazine Schwimmer & Scott, Chi., for radio adv 

.Paint, class Krwin, W'asey, MnpN. 

Airflev watchhands Wayne, Phila. 

Petroleum prods (Irant & Wadsworth, N. Y. 

. (tad^ets Hrisacher, Wheeler, L. A. 

. .Glectrir Funiare-Man .Sttiker, (»emaro 
Freezer, Gemaco Oil Iturner 



Gioia Macaroni Co, Uochester 

(ilidden (o (Durkee Famous i-ootls div), Clc%-e. 

Iloody Peanut Products Co, Portland Ore 

Il»>t Hrothers Ine, Newark V. J 

Iludnut Sales Co, N. Y 

Jackson Rrewi nK Co, New Orleans 

L. II. I.abs, Glendale Calif 

I.ehn K Fink Products Corp, \. Y 

Lehn & Fink Products ( orp, N. Y. ... 

IJI)ert> Laundry Co, Phila Laundry 

Oscar Mayer & ( o, Chi Meats 

Miller Table Pad & Nenetian Uliud Mff; Co, N. ^ ....Table pads, \enetian blinds 

N alleys Inc, Tacoma \\ avh Mayonnaise 

N ational Kids' Day Foundat inn, Ine 

Thomas Nelson K Sons, N. Y 



.(■ray & Rofrers, Phila. 

.Macaroni St*>rin, Rochester 

.Food prods Meldrum & Fewsinith, ( leve. 

.Peanut prods Hlit/, Portland Ore. 

.rie, dumplinfc mix I^wis, N. Y, 

.(*hen Yu products Kenyon & Kckhardt, N. \ 

.lleer Fitzgerald, New Orleans 



. L. H. Hair Oil, shampoo 

.O-Syl 

. Portrait hair prods .... 



Smith, Hull & McCreery, I . 
. MeCann-Erickson, N. Y. 

.Grey, N. Y. 
. .J. M. Korn, Phila. 
..Sherman t.^- Marquette, (hi. 

.Bohley, N. Y, 

.Condon, Tacoma Wash. 



.Juvenile deliiuiueney prevention J. Walter Thonu>sf>n, L. A., for publ rel 



N'f>rthern California Food Dealers Assn, 
Calif 

Pacific Turf ( lub Inc, Albany Calif dolden date fields race track 



Book publishers 

Sacramento 
Trade assn . . . . 



PrestiKe Ine, N. 

Procter & (iambic Co, ( inci. 

Riihy Chevrolet Ine, ( hi 

Rum & tMapIe Tobacco (orp, N. ^ 

Siiyinan Products Co, St. L. ■ ■ 

A. F. Schv^ahn & Sons, Fau ( Liire Wis 

Standard Hrnnds Ine, N Y 

stonikote Co of III. Inc, Chi. 

Swiets ( ompany of America, N. \ 

I . S. ( oast Guard 

I nited states Life Insurance (o N. 

I nion starch & RefinK Co, ( olumbus Ind. 

\ ernor dinfrer Ale Co, Detroit 

\ 1% iano Ac Sons Mfx ( o, St. L. 

W hitiiiK Milk Co, St. I . . . 

/.ion Industriei, /.ion 111. 



. Women's hosiery 
Bonus 

.Automobile dealer 

-Tobacco 

. So.ips, salve 

Meat parking . . . 



Tender Leaf Tea, Teaballs, Instant 
Tender Leaf Tea 



.Wertheim, N. Y. 

. Heuumont & llohman, S. t. 

Russell, Harris & Wood, S. F. 

Roy S. Durstine, N, Y. 

(^ompton, N. Y. 

Kraufman, (hi. 

Gelles, N. Y. 
. Olian, St. L. 
. C. Wendel Muench, Chi. 

(^ompton, N. Y. 
..Louis A. Smith, Chi. 



Newell-Einmett, N. Y, 
Wilhelm- Laughl in* Wilson, 



Simulated stone plastic Hidings . . . 

( nndy, grocery produrts .Moselle & Kisen, N. Y. 

Kerruiting 

Instirancc 

Pennant table 8> rups, Marshtnal-o 
Creme 

(■incer Ale 

Macaroni products 

Dairy prod^ 

h jg bars, cookies, candies 



N. ^. 



11. W. Kiistor, Chi. 
/.eder Talbott, Detroit 
.Maurice Lionel Ilirsch, St. I>. 
Chambers & Wis^vell, Boston 
Giiodkind, Juice & Morgan, ChK 



ill 

is.;! 



IP?;- 



ANNOUNCING 




SINGING ANNOUNCEMENTS 
FOR 48 TYPES OF BUSINESS 



Applionces 

Auto Accessories/ Tires 
Aufo Repair 
Bakeries 
Beauty Parlors 
Book Stores 
Breweries 
Camera Shops 
Children's Shops 
Coal and Ice 
Commercial Banks 
Credit Clothing 
Dai ries 

Department Stores 
Drive-In Theaters 
Drug Stores 
Dry Cleaning 
Farm Equipment 
Feed and Grain 
Florists 
Food Stores 
Fuel Oil 

Furniture Stores 

Furriers 

Gas Stations 

Hardware Stores 

Ice Cream 

Jewelers 

Laundries 

Loan Companies 

Luggage Stores 

Men's Clothing 

Movers and Storage 

Movie Theaters 

Music Stores 

Opticians 

Optometrists 

Point and Wallpaper 

Real Estate & Ins. 

Restaurants 

Savings Ban4<s 

Savings and Loan 

Shoes 

Soft Drinks 
Sporting Goods 
Taxi Companies 
Used and New Cars 
Women's Apparel 



Straight copy 
18 dull. 





Musical Spot- 
Frames sparkle 
and selL 



Here, at last, is a new way to increase station income! The Ufe blood of your 
station is spot announcements. Now you can sell more local business with jingles 
that are comparable to the best national spots, Jingl-Library* with ^'singie^" for 48 
different kinds of local accounts, was create<l by nationally known writeri^ and tal- 
ent. It will be available to only one station per market. 

The 672 jingles sparkle with fresh ideas — each one irresistible and different. 
Each category has 14 versions. They are designed for chain-breaks and minutes 
with plenty of room for live copy. In addition, there will be special monthly re- 
leases. Tliis brand new idea gives you, exclusively^ selling ammunition to stimulate 
new business. The cost is unbelievably low! 



Wire or phone 
for 

Audition Record 
($2.50 Deposit) 
No Options! One 
Station per Marketl 



QUICK FACTS 
48 Different categories 
14 Different jingles 
per category 
672 Jingle cuts 
Additional monthly releases 

* RegistereJ TrjJemark 



RICHARD d ULLMAN, INC. 

277 DELAWARE AVE., BUFFALO 2, N. Y. • PHONE CLEVELAND 2066 



Forecasts oj things to come as 
seen hy radio authorities 



Hartley, now TOU head, plans 
to use broadcasting 

Kx-conpressinari Harliry (Taft-Hartley Act) who recently 
heeoine liead of the ri«;ht-of-centcr Tool Owners" l^iion 
(not truly a union hut an association rci)resenting s-tock- 
holders and other inve>tment holders) will take the case 
of the TOU to the peoi)le in a series of hroadcasts. TOU 
has thus far us(m1 only nc\vsj)apcr advertrsinp but Hartle\. 
seeing what hroadcasting has acroni])lislicd in directing 
public oi)inion, wants to take to the air. 



Outlook 



Reduced travel hits 
railroads and airlines 

Railroads are feeh'n*: tlr(* pinch of reduc(Ml leisure tiaxeling. 
Many, Hke the lVnns)lvania. have rej)orte(l red operation 
for February. Only roads that are basically freight rather 
than ])assenger carriers are oj)erati ng in hlaek. Association 
of American Railroads, which is sponsoring an ABC net- 
work program may shift its institutional coj)v to a direct 
selling aj)proach as has the Xew Haven Railroad already. 
While most lines have not been reduced to the bank- 
rui)t(y stage of the Long Island, soi»ie are close to it. 
Among airlines, only Eastern is operating profitably. 

U. S. world trade off and 
expected to decline further 

r. S. world trade ros(^ C//t in 1948 — but in dollar vabic 
oiiK. Actual Volume of inerchandise and food trade 
(Iropj)e(l . Outlo(tk of 1*)19 is not only for a decrease 
in volume, but in dollar value as well. More necessities, 
which ha\'e rei)resente<l the bulk of V. S. exports, are being 
siipjilied lo(»ally. Luxuries are making their aj)i)caraiiees 
on Liiropean market and are being advertised on the few 
connnercial continent ial broadcasting stations, but since 
there s still no dollar cx(diange available, luxury exports 
are designed abirost solely to keej) trade names alive. 

Truman's business leader 
conferences do help 

Although President Iruman's conferences (behind closed 
doors I with busiiu?ss leaders do not seem to have j)ro- 
duced any pro-business attitudes on the part of ihc Presi- 
dent, the:y have. The rcc(Mit casing of cr(*dit buying regu- 
lations is directly traceable to one such conference, though 
outwar<lh' the Feth'ral lN*s(^rv(* Rank alone was held r<*- 
sponsibh* for tlu' <'haiig<* in regulations. Inuncdiate result 
of the <*.'rsing was tli<* return to the air of a mnnlxT of re- 
tail furniture and aj)plianc(* merchants. 

Picture-to-picture thinking 
in Hollywood 

Long term thinking is gorn* from motion ])i<:tuie imlustry. 
A \<'ar ago most important Hollywood film j)roduc<MS uer<* 
planning [)i( turcs yeiirs ahead with (»eorgc (lalbip's organi- 
zation b<*ing <'all<'<l in to j)ret**st eat h picture. To(hi\ tnrl) 
on(* m<ilion [)icture oigani/ation is doing au\ j)rc-sbootirrg 
testing, (ralbip has cnt his stall <basti<'ally and is c\- 
jMM'ting his radio and 'Y\ r(*s<*iin*h dixlsious to cany a 
major [>art of his <irgani/ational c\pens(*s. All that j>ro- 
<bj<<^r*i can think of is what tlu'ir last j)icture gross<-(l. 



FCC withholding motion picture 
producers TV licenses 

Since ownershij) of theaters by motion picture producers 
have jirev(*nted a free market for the i)roducers' films, in 
the eyes of the Justice dei)artment, it's exi)ecte(l that the 
ownership of telecasting stations by him companies niav 
be adjudicated in the same category. Justice Department 
and Federal Counnunications Commission have had un- 
ofhcial talks about the matter. FCC doesn't want to grant 
li(renses which w ill later bring about restraint of trade suits. 

European vacations being 
urged by U. S. 

''Tonrism," the trade name for traveb\ acations abroad, is 
being pushed by both V. S. and foreign govermncnts. 
I vavel agents in the States are being urged to advertise 
the j)lcasures of j)ostwar Luro])eau travel. A number of 
agents are buying small radio series with even the Ameri- 
can Express eyeing a selective broadcast schedule. Appeal 
is "you get more for dollar — in luirope.'' Idea is to get 
some U. S. currency in Furoj)e without the FCA. 

International Harvester dealers 
backlog being eased 

International Har\estcr, which has sponsored a half hour 
on the air all through the period when it was oversold, 
reported a new sales high for its quarter ending 31 Jaimary 
1919. At the same tii»ie it indicated that HI dealers no 
longer have hare showrooms and were in many cases able 
to make deliveries *'ofT the floor.*' Dealers arc starting 
to do some selling. 

Scrap shortage continues 
as steel tightness eases 

Despite the fact that the gray mark(*t in steel is rapidly 
b(*ing erased, the need for metal s<*raj) eontinues. Steel, 
which is the basis of all *M>ig industry" is in good supply 
but it won't Continue that way if business I(»ts up on scraj) 
eolle<*ti<m and selling, (iovernmcnt sources arc urging a 
mnnber of firms with broadcast j)rogranis on networks to 
get across the fact that scraj> is still needed. 

Oil producers curtailing 
output of crude 

Oil producing comj)anies are considering reducing their 
flow of crnd(* to come mor(* in line with eurnnit consnmi>- 
tion. Despite increased ears on the road, gas storage tanks 
are full to ovcrllow ing. I'Apcctations are that advertising 
pnrssure will be turned on to s(dl oil burner C(jnipm<Mrt phis 
oth<T oil consuming devices, thus taking uj) slack. 
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ine ir^ ror Selling Merchandise 

is GOOD! LOOK WHAT WL5 IS DOING 




2.391 responses l« llie firsl program . . . that^s what WLS priHiiieeil 
for an advertiser who offered a miniature model of his product for 4- 
line jingles accepted for use on the program. 

A hearing aid advertiser, with 1-minute announcements, offers a hooklet 
for the hard-of-hearing. Week in, week out, it pays off. inquiries for 
five recent weeks: 272 . . . 231 . . . 212 . . . 229 . . . 237 requests. Espe- 
cially impressive considering the limited numher of people interested 
in a hearing aid hooklet. 

Aunt Kita^s Cliihlren^s Hour over WLS (Sunday mornings) offers pencil 
boxes for riddles used mi the air. Every week, the yoinigsters write in. 
For five typical weeks the responses were: 1203 . . . 1287 . . . 1569 . . . 
1776 . . . 1454. 

The first Monday morning mail brought 380 in(|uiries to a farm broker- 
age agency offering a catalog on its Saturday morning program. 



X ES, the imtlook for selling your merchandise or service is ffoof/, if 
you ilirect your promotion to the loyal, responsive WLS auiHence of Miil- 
west America. Your John IMair man will gladly tell you more. Jnst 
ask him. 



^^^^ ^^a^f^^ee^ S'^^^t^ 




ThE 
PRUtRlE 
FARMER 
STATION 



890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE REPRESENTED BY JOHN BLAIR AND COMPANY. 
14 MARCH 1949 
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Remember the 
story about ... 



New developments on SPONSOR stories 



Manhattan 
Island 





that grew 
into the 



Hi 



World's Greatest City 

The phenomenal growth of 
New York City is not un- 
like the growth of W-W-D-C 
in Washington. It started 
out small and then it grew 
— and grew — until today 
it's the red-hot buy in this 
rich market. Your sales 
message over W-W-D-C will 
get quick, profitable results. 
Call in your Forjoe man and 
get the whole story today. 



See: "Soft Drink Leadership" 
Issue: January 1948. page 27 

Ciikiinrf* White Rock, Hires drop radio, while 
3UD|eu. Pepsi-Cola adds network show. 



1'lu; real troul)lcfi of soft drinlc <atra])s and their bottler subsi- 
diaries and licensees aron't wilb the |niblic — yet. Contrary to ini- 
|)ressions r(^|)orted in the trade |)ress. the trouble so far is mostly 
within the industry. Xo national a(l\*(^rtising budgsets of any con- 
seqnene<; have been slashed. Average |>er ea|)ita consuni])tion of 
bottled soft drinks in the United States was up last year from 141 
bottles to 115 bottirs a year. These are estimates by the bottle 
eroun industry. 

The [oar that plagut*s individual bottlers (and manufacturers, too) 
i> that if they up the |>riec per bottle, as they'd like to do. tht^ public 
wil' rebel, go on a buyer's strike, and destroy them. Wholesale 
|>ri '(*s |)er case have ad\*aneed from an average of "»0 cents to a 
dollar, and sometimes nion\ A year ago. the majority of bottlers 
could figure on a margin of eight to 12 cents per ease. There are 
tbr<T or four thousand bottlers now who would be bap|)y with half 
that margin. The industry, s(iueeze<l between the rising costs of 
raw materials and ])rodnetion and their fear of consumer rtMction 
to further ])ric(* increas(^s. is still searching for an answer. 

M(»anwhile, advertising tactics of in(livi(lual mannfat^turcrs seek 
to <»xtrael tilt* most from e()m])etitive situations. White Kock Corj).. 
for example, wanted to capitalize on its long-famous trademark 
Psyche, the s|)rite kneeling on a rock, gazing at herself in a |)Ool 
of wnt(T. This strong visual association is a quality possessed in 
th(* same d<*grec by no other soft -drink ])roduct. With the adver- 
tising budgt*t at its dis])osal. the company felt it couldn't dominate 
its markets with seh^ctive radio, and also give Psyche the desired 
])rt>motion. White Kock is therefore out of radio indefinitely, except 
WiXKW and WCd»S. New York, and will concentrate on saturating 
its markets with color billboard im]>ressions of the sprite on the rock. 

lM)llowing a trend in the indii>try. the Tdrelcy s Division of Gtm- 
<'ral Foods Corp. is going out of the bottling <*nd of the busliu^ss, 
and is s(dling its C(pii|)nicnt an<l licensing local firms to bottle and 
distribiit<* its non-carboiiatcd orange (and other) flavored drinks. 
About one lK)ttle of a ( soft ) non-carhonatt^l beverage is sold to 
(n'<TV 75-80 carbonat(*d. Nevertheh^ss. the jiopularitv (A non- 
carbonated drinks is increasing, according to Hireley officials, and 
th(\v arc ex|»an<ling tlunr facilities for jjroducing concentrates. Tru- 
\d(;. Inc.. Chicago, another non-carbonated beverage, is also ex- 
])anding its markt^ls and using local selective radio to help gt^l fast 
distribution for each newly francbised bottler. 

r(*])si-Cola ("o., which u|) to this )ear r(died on nalional selective 
ra<lio and its famous Croom-Jolinson and KtMit jingl(\ has taken a 
new |»limg<; into network radio with a welbtri(Ml melodrama, Counter- 
.s/JV, two nights a week over AHC. Tlu* famous jingle, sans both 
the iiicklc and the twiee-as-inucb tb(Mn(% is now s<*lling l*C])si **zest** 
and *M>est." Ilirt^s Uoot Hcer is out of ii(*twork radio. 

Coca-Cola s])ent about Slt».000.000 last year for advertising — 
|nol)nbly the largest amount ever spent in a year to promote a 
nickl(* prodiif't. Now the aecumulattHl w<Mght of consnnu^r demand 
from ycMrs of heavy air and (>tb(*r advertising has (Muscd Safeway 
."stores to resmnr handling Coke after many years. 

Co<*a-(^ola's financial statement for 19111 showed a \vlio|)ping net 
income of S,S!i.70 1. 1 To. or $11.22 a sbar(\ <M)nipar(Ml with S7.5*) a share 
b)r 1917. What wasn't stressed was the fact that the final quart<M 
showe<l a whopping (h^diin^ against 1947. I'inal (piartcr 19U» n*^ 
was S5,57I.()7:i. against 1917 last cpiarter total of >^7. n 1 .5215. 



WWDC 

AM-FM^ItB [}.C, Indtpendent 
FORJOE & COMPAKY J 
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NYONE IN TACOMA Can tcll you ahout this 
Washington mountain. It's asfamiharas ABC inTacoma 
where 80% of the radio faniihes Hsteu rej^uKnrly to the 
Coast's most powerful network. In 42 Coast towns (and 
97 counties) ABC has at least 50% BMB penetration. 



OOM-DAY MEMENTOS from 18 19 are preserved 
ill this landmark, as familiar to Sacramentans as th*^ AIM' 
spot on the dial. To hit a 1949 honanza in Sacramento, 
switch to AB(^ F.ven hefore KFBK hoosted its power 
to 50,000 watts, BMB said ABC reaches! 89% of Sacra- 
mento's radio families. 




Ian VOU namk what kind of fruit is almost as num- 
erous as ABC listeners in Watsonville,California?These 
blossoms shouhl j^ive yon a elue. Atid to rea(4i Wati^on- 
ville's radio families, take your cue from BMB which 
proves 81% of them listen regularly to ABC. Outside 
markets or inside, big or small— AB(] delivers them all. 



On the coast you cant get away from 

ABC 



FULL COVEKAGK . . . ABC s iitiproved facihties have 
boosted its coverage to 95.4% of Ai.l. Pacific Coast radio 
families (representing 95% of coast retail sales) \n conn- 
tics where BMB pctu^tratioti is 50% or better. 

IMrUOVKI) FACILITIKS...ABC, the Coast s Most IW- 
erfnl Network, now delivers 227,500 watts of power— 
53,500 more than the next most powrrbd tn^twork at 
night. This iticlndes rovn 50,000 watters...a 31% in- 
crease in facilities during the past year. 

L<)\Vi-:k LOS'I'... \BC brings you all this at only SI,275 
for a nighl-titne halfdiour. No wonder we say— wliclher 
you're on a Coast network or intend to be, talk to ABC. 

GKKATKK FLKXIIMLI'I'V. . . Von can focus your sales 
impact better on ABC Pacifi<r. Buy as few as 5 stations, 
(»r as many as 21— all strategically located. 

TIIETKKM) TO Alu:...Tbe Riclifield Reporter, oldest 
newscast on the Pacific Const, moves to ABC after 17 
years on another network, and so does Greyhound's 
Sunday ('oast show— after 13 years on anollicr network. 



KEY 

A— Mount Rainier 
n— Sutter s Fort 
C— Apples 



ABC 



PACIFIC NETWORK 

New Yohk: 30 KocWrWlrr VUjm • Circle 7-5700-Dethoit: 1700 Stroh BIdg. • Cll^rry 8321-Chicaco: 20 N. \^ .rW« Dr. 
DEUware 1900-Los A^ctLts: 6363 Sunset Blvd. • HUdson 2-3MI-San Francisco: I5S M«oigoinery Si. • EXbriK»W 2.6S'W 
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ie ones iid ad awag ! 



TAKE i:i WEEKS WITH PAY . . . 0> W€€0 



You can get your Northwest customers while they're '"getting away from it 
all." With radio. For Summer daytime listening in the Northwest is 12% 
higher than the national average. 

And most of the time in the Sunnuertinu*, they're having a wonderful 
time listening to 50,000-watt WCCO. In the Twin Cities, all Summer long, 
WCCO delivers an average daytime Hooper of 6.0 ... a 58% hip^^er average 
audience than any other Twin City station! (Throughout the entire 6-state 
WCCO area surveyed hy the CBS-WCCO Listener Diary in May 1948, 
WCCO averages 200% more listeners than any other Twin City station.) 

With Summer retail sales in WCCO country soaring well over 
$699,000,000 — just ahout as high as in any other season — it's no wonder 
that 48 nnijor local and national spot advertisers (30% more tlian the year 
hefore) stayed "on the joh" on WCCO all year 'round last year . . . Fall, Winter, 
Spring a/ir/ Summer. They found WCCO sends sales up witli the temperature! 

To land your customers, use WCCO without a Summer liiatus. Make your 
reservation with WCCO or Radio Sales... for 13 wonderful weeks with pay! 

All source malermt amilahlr on recfurst. 




W€< O 

fTo iunibin 0Pirn ftt 

§tvgtrvnvntt*ti hts 
IIAIUO SALES 




for profitable 
selling- 

I NVESTIGATE 




Represented 

^'y^ MEEKER 




ASSOC 
New York 
Son Froncisco 



A T E S 

Ch!cogo 
los Angeles 




Assistant vice-president 
Bristol-Myers Company, N, Y, 



Joe Allen will try anylhing that promises to sell Bristol-Myers 
products. Associates call him cautious, but he tried the new-fangled 
medium calle<l radio in 1925, lie is ex])erimenlal without being 
s])ectacidar, lie's used one or more shows eontiiiuously since his 
first ])limge, 24 years ago. It probably gives him a claim (though 
he'd never make it) to longer, more varied experience with radio 
advertising than any other national a<l-manager to do sales promotion. 

He's a native New* Yorker who came to Hristol-Myers from the 
Curtis I\d)lishing Co. Th(*y found out he liked and understood people, 
so he got the job of ])ersonHel manager, lie landed in advertising 
becaus** lie knew a lot about iiuning ]ieo])le to action. 

In the Summer of 1916, when most agencies were firmly advising 
clients that commercial television was t<*n years ahead, Joe Allen 
huddled with Doherty, CliiTord, and Slienfield executives, detided to 
[>ros])ect the \ isual air. 11(» wanted a cartoon show, Jose diDonalo, 
then in charge of TV ])roductioH for 1)-C-S, showed him a picture 
story board d(*[)irting a se<]uence layout of the pro])osed formal. 
When diDonato started *»xplainiiig it, Allen stopjxid him. *'These 
])i<iures tell the story, ' he said, then went on to explain his feeling 
that a A'ideo ])r(>(luetion which told its story pro])erly shouldn't be 
cluttered with unnecessary talk, 

Allen is a persisterrt student of all his media. The day he first 
heard about a l)alo]>tiean unit being used in a production, he went 
right down to the studio oir Iris lunch hour to see what it tlid. 

lies otr hand for most broadcasts and at one time attended all 
rehearsals, lb* works cli)sely with the producers of his current radio 
and television network shows, Dufjy^s Tavern and Mr, I)i\sinct 
Attorney (\HC) and the video Break the Bank (AHC), lUit they 
know what he wants and he rrever tries to iulerfere with their jobs. 
People, with whom he's worked closely aiTectionately refer to him as 
"Tnele Joe." The eoni]>any appreciates the fact that associates work 
with liim without g(»tting nl(*ers, an<l it made Irim vice ])resideirt in 
<diarge of all advertisirrg (F(d)ruary 1946). They expect him to gel 
maximum r(\'iults from a budget of eight million dollars in 1949. 
*.Sf<*n left trith Lowry Cntes of General Mills 
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FOOD ADVERTISERS! A 10-WEEK ''PACKAGE"! 

WRVA C00EIN6 SCHOOL 

ON THE AIR FROM WRVA THEATRE, RICHMOND 



Over 10,000 Women in Person! 



W 



$3,500.00 in Special Prizes! 



Your Displays on Stage; in Lobby! 



Your Samples to Live Audience! 



Mary Grosvenor Ellsworth, Conductor! 



Every Saturday morning for 10 weeks, the Cooking School 
will feature an audience-participation-quiz-on-foods on the 
air! Your product will be demonstrated — you can set up 
displays and sample the audience. Backed by WRVA's usual 
dramatic promotion . . . car cards, newspaper ads, direct 
mail, etc. Each product exclusive in its line. 

The cost? Your merchandise samples; the one-minute Class 
C announcement rate plus $20.00 net talent fee; and two 
additional Class C one-minute announcements weekly (or the 
equivalent). Making a total of three-per-week, or $95.60 per 
week. A minimum total cost of $956. for a complete 10- week 
Spring merchandising and advertising package! First come 
— first served! 



WRVA 



Richmond and Norfolk, Va. 

The Edgeworth 
Broadcasting Service 




i 



Miss Ellsworth 

author of '^Much 
Depends on Dinner^^, 
''ABC of Herb Cook- 
ing**; Food Editor of 
''House Beautifui^^; 
contributor to many 
leading magaz in es; 
gourmet; and world 
traveller. 
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Mr. Jamison is never up a tree . . . 




Weed 



a n 



0//r Air. jafuisoji is a ffKui of h/fif/ite resource. 

Like all Wl'cd and Company representatives, he welcomes 
the problems of his stations. .. and (like all Weed 
and Company representatives) he finds excellent solutions 
for most of them. 

Mr. Jamison helps his stations plan their advertising and 
promotion (and occasionally he writes it for them). 
He helps thcni keep their availabilities and program 
information up to date. He helps them analyze their own 
markets. He keeps them informed on what the 
competition is doing. I le advises them on network affiliation. 
And sometimes he even makes recommendations 
on their rate structures. 

It s not just the special services they perform 
...nor all die time they sell — it s both that 
make Weed and Company men, like 
Mr. Jamison, so valuable to their 
radio and television clients. 

radio and television 
s ta tion re p res e n ta tiv es 

n c w y o r k 




company san francisco 



boston • Chicago 
a t 1 a n t a 



d e t r o 1 1 
Hollywood 
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*V H : H ^ 




WHEN GENERAL MOTORS SHOWED ITS 1949 CARS AT NEW YORK'S WALDORF-ASTORIA. THE LINES RAN AROUND THE BLOCK 

The auMive pture 



PART ONE 



OF A SERIES 



Al4»ii;;( Willi llic ;;(i*i»\viii^* si*r;iiiil»li^ h»r hiisiiii^ss. 
S4»iii4» 4»f ilio airwave ri^^iiilis ai*4» asiiiiiiiiliiiu 



By last week, the symp- ing flagpole sillers and brass hands l<> 

drum up trade, and wrc Ir) ing lo 
forgcl about things like priority lists 
and "new"-nsed ears. The auto buying 
public, reverting happily to the role 
of ((uarry in the chase for the con- 
sumer's dollar, was eagily picking 
body 5lyl(»s, colors and accessories 
among the ^[Iraniin*; 1919 models. 



creasingly obvious — comiKJtitive soil- 
ing had returned to the automotive 
industry. Auto siiows for General 
Motors, Ford. Chrysler. Kaiser-Frazer, 
Studebakcr. Nash, i'ackard and others 
were breaking out in a rash of ehrom- 
ium-plaled, klieg-lighted hoopla. 1 he 
last logjams on the assembly 11 ne^ 
were being broken as ])arls and raw 
materials for an estimated 6.000.0(K) 
gleaming 1949 autos betame increas- 
ingly available. Dealers too were hrr- 



many of them with markdowns in 



price, with the same care la\'ished on 
picking a name for a nev bai»y. 

For the nation's auttnnakers, and 
their advertising managers, the mean- 
ing was crystal-clear, liy the end of 
1949, and certainly by the early part 
of 1950. a buyers* market in aulos 
would put the industry back on its 
prewar se\ en-step mass selling s\s- 
lem*. For advertising managers, it 



aids to train personnel, help plan local promo- 
tions; (5) Sales promotions to dealers and 



'Normal sellinj; operations in the auto indus- 
try consist of: (1) Consumer research to dis- 
cover like^ and dislikes; (2) Market research ... „ , * ♦ 

to determine sales potentials in every part of P"*>>'*^- Sales estimates to deteimine exact 

the U.S. and abroad; (3) Distribution of new production schedules; (7) Custom tnilorinK 

cars through dealer organizations; (4) Dealer each order as to style, color, and other features. 
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ivaif hiivh wht^n • • • 




fnrH ^po"so''^c^ World Series in 1934 dnd 
lUlU 1935. Grahan MacNamee miUd them 

means planning and t?|M'n<llng the 
gcsl auto advertising budgets in indus- 
try llr^t<)ry for l)roadrasttng, |>ul>lica- 
lion. space, and outdoor media 
budjfets exp(*cle(l to total more tlian 
S70.()(H),()()0 for the indus^lry. 

With an ln(hislry\vidc \\ho|<»salc 
ume of S4.t> liillion for jiasseiiger cars, 
and S2. 1 billion for trucks and buses. 
19 lei had been a gorxl year. 

Mut 1919. the industry for the most 
[>art realized, was going to see the 
pressure turned tm in carn<*st if the 
|)ac(* was to ht' maintarnetl or |>assed. 

Tire *'Hig Ff)ur"' of the auto indus- 



nOch ^^^^ colorful Floyd Gibbons in 1936-37 
llu^ll to air news and reach new customers 



phri/cior ^P^^^^''^^ Major Bowes in 1936 i 
till yOlul its line. Talent cost $25,000 per sh. 




try, generally considered to be bell- 
wethers for the *Mnde|»cn<lenl" auto- 
makers, have advertising and promo- 
tion campaigns now in progress that 
match this growing need to do battle 
for their place In the sun. or l<» better 
it. These four firms — General Motors, 
f ord, Chr>'sler, and kaiser-Fraz<*r 
will spend budgets that will total over 
S50.()(K).()0(). All will spend money 
in broadcast advertising, as will the 
uiajorily of the leading independents 
— Nash, Tackard, Hudsoir. Studebakcr. 
etc. Millions more of ad dollars will 
go for joint <lealcr-manufacturer cam- 
paigns, nearly half of which will be 
in national selective radio artd TV 
(\f>te: riiese canipaigtts will be the 
subject of a future t^rOiVSOK study). 
Industry header, and largest ad 



spender among automakers, is the 41- 
year old General Motors Corporation, 
makers of Chevrolet, Pontiac, Oldsmo- 
bile. Huiek. and Cadillac cars, a con- 
sisttMit radio advertiser since 1927 and 
a T\'^ sponsor since 1916. The over- 
all a<l budget for General Motors in 
19-19. part of it still to be set, is esti- 
mated to be at least $25,000,000, with 
the heaviest |)ortions of It plamied for 
Chevrolet, which will get some S15 
million of the total figure. Oldsmo- 
bile, Pontiac, and Muick will get the 
major share equally of the remainder, 
with Cadillac getting a boost over the 
I91<J budget, hut still trailing the other 
(and lower- priced) models. 

Cbevrolt't ad budgets, since the late 
1920's. have included nione\ for 
bntadcasl advertising. Although the 




kaiser 



has Its wagon hitched 
to ABC's star Wincholl 



ford 



carries a full hour of drama on CBS. 
Program directed by Fletcher Marltel 



Ho Cntn Plymouth share the commerc J 

Ug oOlU on "Hit the JaclpotI" over Columli 




hlll/^L ^^"9^^ Roxy and gang 
UUIIK broadcast 1927. 



for one-time 
Infrequent radio user 



Packard :\ 



used Walter Damrosch in 1934 to pop- 
"Aslt the man who owns one" 



major portion (75%) of the 1949 
Chevrolet national advertising will he 
in newspapers, magazines, and out- 
door media, the current hudget calls 
for large-scale sehetive campaign^ in 
hoth radio and TV, and for the con- 
tinuance of Chevrolet On Broadway, 
weekly 30-niinutc T\' dramatic pro- 
gram seen in 10 cities, and formerly 
sponsored on NBC hy various local 
Chevrolet dealer groups. Since the 
early 1930's, (Chevrolet national ad- 
vertising lias been heavily influenced 
hy what the dealers feel will help th^m 
sell cars, A sizeable portion of the 
Chevrolet dealers are not sold on the 
use of broadcast advertising, prefer- 
ring to tie-in with newspaj)er and bill- 
board campaigns which feature a vis- 
ual selling job on the product. TV 



is doing much to change this long- 
standing antipathy ou behalf of Chev- 
rolet dealers towards selling on the 
air, TV, many dealers feel, is what 
they've been waiting for in the way 
of national broadcast selling. Since 
(Chevrolet is the largest seller (out- 
selling Fords in a ratio of about six- 
to-five), and since Chevrolet's ad 
budget spent through Camphell-Kwald 
agency is the largest (SI 5.000,000) 
for a single make, this rising interest 
in TV and its corollary usage is al- 
ready attracting watchful attention 
throughout the automaking industry. 

The other GM divisions have broad- 
cast advertising plans either on the 
air now, or in the works. A wide- 
spread 1'V campaign featured Chevro- 
let and Pontiae in a one-shot 20 niin- 




Chevrolet 



in 1937 went trans- 
scription on 300 stations 



ute fdm in major TV <Mties when 
the Transportation Unlimited show 
opened late in January at N^ew York's 
Waldorf-Astoria. Old^inobile is using 
the MiC \ewsrrel on NHC's TV net- 
work on a once-weekly basis. Huick. 
Pontiac, atul to some extent Cadillac 
are expected to use selective campaigns 
in TV and radio (either on a straight 
oi a dealer co-op basis) during 1919, 
Ford, runner-up to GM for top place 
in the iiulustry and a network radio 
advertiser since January 1927. spends 
even more mone) than GM in TV and 
radio. Ford will be on the air in 
radio with Ford Theater, a weckK 
hour-long dramatic vehicle true to the 
best traditions of Ford's prestige- 
building advertising (Ford i? no long- 
er the nation's lowest-priced car). a"d 



TV ih'sis . . . 




11 



^\iiiOiitOii9*0i current campaigns cover all forms of broadcast advertising with stress on selective 
shaded obiongs report useage of form of broadcast advertising indicated 



MAKE 



AM 
NETWORK 



TV 

NETWORK 



SELECTIVE 
AM 



SELECTIVE 
TV 



DEALER CO-OP 
AM OR TV 



Buick 



planned 



Cadillac 



Chevrolet 



-.am- 



Chrysler 



planned 



Ford 



Frazer 



planned 



planned 



Hudson 



Kaiser 



planned 



planned 



Lincoln 



Mercury 



Nash 



■■Qn:e-! 



o.ne.- 



Oldsmobile 



planned 



Packard 
Plymouth 
Pontiac 



Studebaker 



planned 



Willys 



ihr Ford Dealers, like the Dt^Soto- 
IMymoulh Dealens and Ilif The Jack- 
pot. w ill work i)riiiiariK I until June 
1910 at any rate! to reaeh a nuiss 
audrenee with Fred Allen. In T\ . 
I'ord will scan the \id(M) <'ounterj>arl 
of F<n(] Theater and will featJirc^ TV 
fdni spot cain])ai<;ns on a s(de(Mi\(* 
hasis in major 'i'V cities. eonj)led with 
>onie of srieclive radio's larf;(vt (nj) to 
"i^Kl >.tali(ni>) eain]>aipii> in hotli T\' 
and non-T\ markets. Altotrdher, the 
hroadea>l (Mid (d llu? total Ford hudf^et 
fnhrnit >^ 1 2.000,000 ) will arvonnt fttr 
at lr»asl 60' f i\[ the over-all figure. 

(^liry>lrr (lorixiral ion, on(* of the 
latent major auto firms to he founded 
t 102.")) , wa> the la>l (d the niajoi 



automakers to hring out its 1919 line, 
and ad\'(*rtisinjr j)lans have not eom- 
])letely jelled as srONSoK goes to jness. 
So far, the 1 )cSotodMyniouth dealers, 
a hard grouj> to j)lease all at onee with 
anv one radio program, intcmd to con- 
tinue with //// The Jaekpot on CHS. 
\o other network radio or 'I \' i)lans 
hav«* heen announccul, and none is 
(^xj)(Mie<l. nlthough (Chrysler was using 
radio as <'arly as S<*])temh<^r 1927. 
However, there will he s(*i)arate na- 
tional sohvtrvc eamiKiigns apart from 
the dealer-mamifaelurer eo-op hndget 
eam[)aigns. l)odg(\ DeSolo and 1 *ly- 
n onlh will have (*arn])aigns this mi>nth 
f Marrdi ) ruiniing on o\"er 200 sta- 
I ions <'a( h in radio with e.t. stal ion 



straight advertising and 
Altogether, ahoul 30- 



hreak ami selective aimouncenients, TV 
eamj)aigns arc expected lo come later, 
hoth on 
dealer hasis. 
40' r of the total Chrysler ad figure of 
some 810,000,000 \vill go for some 
form of hroadcast advertising, the rest 
going into newsj)a])Crs, magazines, and 
f.ntdoor media. 

Kaiscrd-'razer. the industry's "John- 
n\ •eomcdalely." has one of the hig- 
gesl l)udg<'ts j)ereentagewise in the 
auto indn>try for hroadcast adver- 
tising. Ahoiil Sl,2.'>0,000 of the na- 
tinnal hndget will go into sjionsoring 
Walter Winehell on AHC, and stressing 
the dealer angle (as does most of 
(Please turn to paf^e 42) 
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HANDLING MAIL AT STATIONS AND NETWORKS IS VITAL OPERATION. SPONSORS CAN GET EDUCATION VIA STAMP ROUTE 



Letters tell a story . 



Oil 4*aii*l fiiiil 21 



lioffi^r \v;iy fo fell liow your pro^riiiii ><oiiii4ls in flic home 



^■■■PS Last year, more than throe 
^■■"■■■yi and a half million men, 
women, and children look pens, pencils, 
or typewriters in hand and wrote the 
Mutual Broadeasting S\steni. Some- 
what less than half that nutnher sped 
letters and cards to the American 
broadcasting ComiJany. while more 
than a million ej)istles were deli\ered 
to the National Broadeastinji Conij)any 
at its Radio City mail room. But tins, 
however, is onl\ a small fraction of 
the slasserin;' total of 70.000.000 let- 
tcrs received from listeners hy U. S. 
stations, wehs, and sponsors. 

While radio audience mail wa<* 
slightly ofl for the whole eoiititry in 



194(), it was up slightly f(tr the three 
major networks contrihnting to this 
report, and there has hcen no signih- 
cant drop in several years. Audience 
mail for 1919 already seems heatled 
for an all-time high. 

To some national advertisers this 
means nothing. (To current official 
polic\ at (me network, the Cohnnhia 
Broadcasling Ssstem. audience mail 
response is not regarded as significant 
to advertisers). To national advertiser?* 
like General Foods, Honson, S])eidel, 
Philip Morris, and others w ho have dis- 
co\ered the j)ractieal uses of listener 
letters, hoth s(dicited and unsolicited, 
mail response is a liealth) sign. More- 



o\cr, it*s important to them hecausc 
they are ahle to nsc it as a tool in 
one or more of the following wa\s: 

1. As an indication of program 
impact in each market where it is 
heard; 

2. As a check on response to pro- 
gram elements, including personalities: 

3. To spike word-of-mouth crtti^i^m 
against Itotli companx and product; 

4. As source of consumer beliefs, 
favorahle and unfavorahle. ahout hoth 
company and product: 

5. To strengthen the confidence 
and loyalty of corres|)ondents to the 
firm and its products; 

(Please turn to pac:e 34) 
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La Rosa follows 



the Skippv pattern 



^4^l4^4*iiv4^ rnilhi ik^w !<» this llnlinii firiii, 

hill ro:i4«liiiiju: lli4^ juSi^iK^rnl iiEsirkol is 



®Thc same incisive I)iisineps 
acumen that lifted \. La 
Kosa and C()ni{>aii) from a 
ircighhoi liood store to the lar*^est |)ro- 
dnrer of macaroni products in its dis- 
tril>nlion an*a, tiie Middli* Atlantic 
States, has characterized the firm's use 
of radio ever since it startt^d in that 
niedium in i*J30. La Kosa from tlie 
he^iuiiing knew where it was going 
and what route it had to take to get 
there and it found hidingnal hroad- 
cast advertising a d<*|>ciidable convey- 
ance for traveling that route. 

La Rosa's real hegirining as a 
major producer of macaroni and 
spaghetti arriv(Hl when it hccanu"' the 
first Italiair manufacturer of those 
products to packag(* them, lentil then. 



the so-called Italian-typ*^ spaghetti and 
rr.aearoni (as o|)posed to the diilerent- 
ly-produced American product made 
hy Mueller's and other non- Italian 
manufacturers) had heen sold loose, 
and brand identifieation was relatively 
irnpossihle. La Kosa introduced its 
traditional Italian foods in one-pound 
packages in ]V(*w York, and thereby 
staited it<elf on the way to berouiing 
the top name in macaroni products in 
its area of distribution. 

The comj)any knew that its econom- 
ic foundation would have to be the 
Italian market, that any ex])atision into 
the American market would have to 
come hil(M*, and would have to be 
based on what (-onld be achieved fi- 
nancially tlir(»ngli the East Coast's 



large Italian-speaking po|)ulation. So 
La Kosa turned, almost 19 years 
ago, to radio to rea(;b the huge first- 
and second-generation Italian- Ameri- 
can population along the Atlantic sea- 
board. 

To insure its sales message getting 
W» the older (and spaghetti-buying) 
members of Italian and Italian-Ameri- 
can families. La Kosa went on W'OV, 
the New York station delivering the 
largest Italian listening audience^ with 
an Italian-language }>rograin whose 
format has vari(Ml little in the 19 years 
it has been continuously on the air 
since its debut in 1930. The only 
major dilTercnecs between then and 
now are the substitution of recordings 
for the live singers and orchestras of 



LA ROSA BEAMS TO ENGLISH-SPEAKING MARKET WITH TRANSCRIBED DRAMA SERIES WHICH STATIONS PROMOTED TO THE HILT 




^'''''^P^^^e n CO * EVERYDAY a fam. f 
^ half hour drama JO^OSa ^ HOLLYWOOD sti^^s | 



HOLLYWOOD«THEATRE» STARS 

WCAU. 



Mon, thru, Fn\-9'ZQ to 10 a.m. ^ 



SPAGHETTI 
MACARONI 
fGG NOODLES 





ROGRAMMA 

IL BIONDINO 




TRASMESSO DALLA RADIO STAIIONE 

wov 

DAL LUNMDI alSABATO 



LA ROSA BEAMS TO THE ITALIAN MARKET WITH DAILY VARIETY-DRAMATIC PROGRAM OVER SPECIAL NETWORK FROM WOV 



the progranrs early years, aiul an 
added emplia&is on the serial dramas 
which have always made uj) the second 
quarterdiour of the show. 

The program is 30 minutes six times 
a week (12:30-1 p.m.) — the half-hour 
length heing a "must" in Italian- 
language radio, if the ad\ertiser cares 
ahout prestige among listeners. Tiie 
song-and-drama format is also almost 
an invariai)le in this hranch of radio 
selling, and La Kosa was (and Ig) 
taking no chances i»y not conforming 
to Italia n - language hroadcastlngs 
mores. 

The Red Rose Radio Theatre is fed 
from WOV to an eight-station net- 
work that includes WHAT. Philadel- 
phia; WKIH, Providence: WMF.X, 
Boston; WHO!), Pittshurgh; WOKO. 
Albany; WSCH, Scrantoii: WGNY. 
Newhurgh. and WCwXT, Utica, An 
indication of the size of the market 



leaehed can he seen in tlie Italian 
population in tlie New York metro- 
politan area alone- 2.100.000 people 
eoin[>rising 562.000 families. Sets-in- 
use for the latter total 27.6'T. as 
against 23.7% for all New York City 
families, according to a Pulse survey. 
The fact that radio seems to he a 
more important factor a*^ a source of 
news and entertainment in Italian 
homes than in New York homes gen- 
erally is allegedly traced to language 
and cultural considerations. 

La Rosa has never douhted that its 
steady use of Italian-language radio 
through the years contributed more 
than its share to the emergence of 
the company as a leader in the ma- 
caroni field. But it also realizes that 
one day in the forese{»al)le future its 
19-year-old standard hearer in radio 
wmI! no longer l>e necessary. There is 
a slow hut inexorahle ehanse occur- 



ring in the La Kosa market that some 
day will call a halt to the firm's hi- 
lingual radio aeti\ ities. 

The Italian market which lor so 
long had been the backbone of the La 
Kosa markft is gradually d>ing. Fhe 
older generation of natixe-born Ital- 
ians is giving way to their An^erican- 
born children and grandchildren, most 
of whom speak little or no Italian : 
and Italian immigration into this 
ccuntr\ has l)een \irtuall) nil for 
\ ears. 

Hut as the Italian market slowl) 
declines for La Kosa, its progress into 
the American market has been in- 
cieasing constantly since its distribu- 
tion through the Xortheastern V. S. 
began to average 90T . Typical of 
La Kosa s inroads into markets other 
than strictly Italian was the addition 
of egg noodles to its line of [>roduets. 
(Please turn to pafie 52) 



HOLLYWOOD THEATRE OF STARS IS SYNDICATED. BUT C. P. MACGREGOR MAKES IT A LA ROSA SHOW VIA DISK COMMERCIALS 





Machinery 



riunn r«»s4> hushes *o Iraih^rsn 
rttrttl prfHjramitiif tirlirvrs 
sides ai /oir* vosi 

Fiuin Clliarlollo. N. to Moiiios, Iowa, case liis- 

lorios liastMl ui>oii faiin sonico pro<zrams or announce- 
iiKMils point to the fad that the rural audience buys and 
1)U\.> aihl 1)U\>. W'NAX's report of sellin*; SoO.OOO worth 
of farm niaeliinery with a .':rl2.00 annouiuvment is un- 
u>uaL hut thi.^ station's reeord of delivering sales inehides 
nian\ other ease histories with ju>t as eileelive sellin*r. 
This <loe>n'l mean that the (^>\shs station promises resuhs 
at this ratin l>ut that \x\ reaehinp: farmers uho want to 
huv. it nmst also he nMuendtered that >in)Ns<>u's Farm 
(alsc I/isforirs are all haseil upon a<KtM'tisers usin<r th<* 
knowdiow of stati(tn> for (Minnnereials. Then* ha\e heen 
inan\ other case histoi'ies \s here rural ad\eitisers ha\'c 
failed heeau>e th<^\"ve close<l th'Mr ears to station men 
who know the selliiifr answer. 



SPONSOR: Francis Beehner AGENCY: Placed direct 

CAPSULE CASE HISTORY: On 7 July, 1948. Francis 
Beehner, of Sioux Falls, S. D., bought a 30-second an- 
nouncement on WNAX to advertise 13 new and used 
combines. The announcement was broadcast at 6:45 a.m., 
following Chris Mack's "Farm Journal." All 13 combines 
— more than $30,000 worth of farm machinery — were 
sold as a result of the single $12 announcement. Beehner 
reported that he could have sold the combines within 15 
minutes, having received immediate long distance calls 
from three states, in addition to the many local calls. 

WNAX. Yankton. S. D. PROGRAM: Announcement 



Feed 



SPONSOR: Internotionol Elevotcr AGENCY: Ploced direct 

CAPSULE CASE HISTORY: The Star-HI Feed Division of 
the International Elevator Company staged a welght- 
guesslng contest over Star- Hi's Farm Program. The 
weight to be guessed was that of "Star", a Star-HI-fed 
steer, with the first prize being "Star" himself. One of 
the rules was that no contestant could submit more than 
one entry. The contest was plugged 25 times over 
Star-Hi's program, 12:00-12:30 p.m., Monday through 
Friday. A remarkable total of 901.238 pieces of mail was 
received, with no duplication from the same people. 

WDAY. Forgo, N. D. PROGRAM: Stor-Hi 



Rose Bushes 



SPONSOR: Charlot>e Nurseries AGENCY: Ploced direct 

CAPSULE CASE HISTORY: Selling rose bushes via radio 
advertising would seem to be somewhat of a problem, 
which makes the results achieved by Grady Cole, WBT's 
Farm Editor, rather amazing. In three months of plug- 
g"ng the bushes (priced for the first three weeks at $3.95, 
and thereafter at $1), he pulled 54.412 orders an aver- 
age of 575 bushes a day. The advertising came on Cole's 
early a.m. program six times weekly, with a little later 
spot on Sundays. Programs feature popular and folk 
music, news, and home and farm service. 

WBT. Chorlotte. N. C. PROGRAM: "Grody Cole Time" 



Breakfast Food 



SPONSOR: Coco-Wheots AGENCY: Rogers ond Smith 

CAPSULE CASE HISTORY: This breakfast-food adver- 
tiser had never employed a salesman or a broker in the 
state of Iowa, nor had he ever used any advertising 
medium other than WHO. Within six months after start- 
ing on the station, however, the account had 100% 
distribution In the area covered by WHO, thereby pre- 
senting a clear-cut picture of the credit due radio for 
alone forcing this distribution. An average mail count 
over a 1 2-week period totaled 30,216 letters containing 
more than 36,000 Coco-Wheats box tops. 

WHO. Des Moines, lo. PROGRAM: Form progrom 



Auto Seat Covers 



SPONSOR: Gaylark Compony AGENCY: Robert Kahn 

CAPSULE CASE HISTORY: The "New England Almanac" 
on WEEI was boughl for Gaylark, manufacturers of auto- 
mobile seat covers, wllh a two week cancellation clause 
In case the show didn't pan out. Within ten days the 
cancellation clause tself was cancelled, and the campaign 
continued for a full 20 weeks. Results were 3,907 direct 
orders for $23,442 worth of seat covers, at a total adver- 
tising co>t of $3 496 less than $1 per order. Worthy of 
note s the fact thai the campaign went on in the Fall, 
not 1 normal time for cor seai-cover buying. 

I 

WEEI, Boston PROGRAM: "New England Almanoc** 



Trailers 



SPONSOR: Kansos City Troiler Co. AGENCY: Ploced direct 

CAPSULE CASE HISTORY: The Kansas City Trailer Com- 
pany sponsored a campaign of one-minute announce- 
ments over this Kansas City station, involving a letter- 
writing contest for 1 I prizes. Announcements invited 
listeners to submit In 25 words an explanation of why 
they would like to own a trailer. First prize was a house 
trailer valued at $2,000, with ten other lesser prizes 
offered by the trailer company. Result was a flood of 
more than 15,000 entries from people throughout the 
rich Kansas City farm trade area. 

KMBC-KFRM. Kansos City. Mo, PROGRAM: Announcements 




PICTURE STORY OF THE MONTH 



Ithfl chnt >^hich fhe worM is wailing is aboul to be lalcen. The INS news cameraman is ready for Ihe King's appearance. The 
a llIC OlIUl Guards are drawn up al allenlion for Ihe slale occasion. Everything is in readiness for the world to view via "Telenews" 



S|)ec(l is the essence in building a TV ncws- 
leel. riiis means speed in transportation of 
the shots; speed in developing, screening, 
putting the reel together, writing the continuity and get- 
ting the finished reel to the stations telecasting it. Se\eral 
attempts have been made to produce eflective newsreels. 
Of these only NBC News and the International Xews Serv- 
ice-International News Photos produced Teleneus have 



thus far made the grade. NHC networks its ncwsreel, 
while IjNS-IMI' syndicate tlieir's to stations all over the 

u. s. 

There are tricks in every phase of news gathering and 
showbusincss. A ncwsreel is a conihination of good 
reporting and good theater. How INS-IMP work to 
achieve both through their Teleneivs is pictured in the 
pages that follow. 



OVER ^ 
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2 -on its way 



speeds the film. It's flown from London and mef al 
LdGuardia Field by Infernalional News messenger 



3- 



is completed only through the negative stage In time-saving tech* 
nique. Minutes are vital. Taltes one to two hours to process shot 



4CPrDDninn' entire editorial staff is done from the negative. All shots arriving overnight previewed in morning by staff. Editors are used to viewing 
' OUI t/t/lllllg coverage in reverse (blacit and white), and make notes of footage they feel each individual clip is worth. Staff previews speed up process. 








moves via most expeditious carrier. Aii the speed up to this point Q U/CpH TW typical INS "Telenews" subscriber, checks reel against script 
Is useless if the film doesn't reach the television station in time w ffOlU"! f j for timing, integration of commercial, and special exploitation 



n ■ PnmniDrpiolc prepared at WSPD to take advantage of the local llarOCIlltc "Telenews" sponsorship are easily checked by Worman when 
U l/Ullllllvl 1/IqIo sponsorship of newsreel. Worman's Pacltards make news II IvOUIlO TV-viewer prospect asks for demonstration of specific model vldeod 





iiiiMliiiiii i'lir iK^ar I'liiiiro? 



WFIL ( Philddelphid ) demonsfrafes fdcsimlle on a multiplex bash (sound and printed page) 




Facsimile means two 
^"^^^^^ i tilings to the advertiser: 

It means a newspaper carrying his 
adverlismenl delivered right into the 
home, in many editions, many times a 
day. 

It mean.H a way of delivering, via 
multiplexing, a sound hroadca^l imple- 
mented by advertising or descriptive 
copy. 

The facsimile newspaper is a spe- 
cialized jmblicatioii designed to meet 
the nce{ls of various segments of the 
home audience during llie course of a 
day. Scaled down to the size of a sheet 
of typewriter pajicr, oiie-cpiarlcr of the 
size of a regular newspaper, the four- 
column facsimile news^paper is repro- 
duced in multiple editions at the rate 
of four pages every 15 minutes. It will 
be slanted to meet the specific require- 
ments of the members of the family — - 
fa! her, mother, brother, and sister — -in 
their various roles and diverse inter- 
ests. For instance, the father can be 
appealed to by the advertiser in his 
role of provider, sportsman, hobbyist, 
gardener; mother as cook, clubwoman, 
shopper, dressmaker; brother as Boy 
Scout, athlete, student, movie-goer; 
sister as fashion expert, record collec- 
tor, reader. Their roles and interests 
will cross many times, hut a basic in- 
terest is ajipealed to in each edition. 

A typical facsimile publishing sched- 
ule catering to this s|)ecial interest 
factor could start with an early morn- 
ing edition of general news. This edi- 
tion could act as a "teaser" for those 
interested in reading fuller accounts in 
the sponsoring newspaper's street edi- 
tion. It rould be followed by a short 
school-children's ed it ion, about the 
time the children are preparing to 
leave for school. Weather news and 
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special bulletins when emergencies 
necessilalc closing the schools or re- 
routing buses could be anuoiniccd. 
News of special school ]>rograius coulcl 
be carried with notices of sports or 
extracurricular activities. 

A later edition rouhl carry a sched- 
ule of ratlio and television programs 
for the day, with program notes on 
those of particular interest. The mid- 
morning edition could contain shop- 
ping news and luncheon tips, the noon 
edition a brief resume of the news and 
an outline of things of interest in {o\m 
- movie and theater offerings, exhibi- 
tions, and public events. An early after- 
noon edition could list the nnisic to be 
played on the disk- jockey or sym- 
phonic hour show, with notes on the 
composers, or any other item of inter- 
est. Sewing and hobby programs could 
follow, or a daily lan^iuage lesson. 
After-school editions could carry news 
and information for youth organiza- 
tions such as the Boy and Giii Scouts. 
Five-o'clock comics, which could be in 
color, since there is color facsimile, 
could be programed for the pig-tail 
and short-pants set. (Comics could 
well be to facsimile what sports are to 
television, the pro^iram support of a 
whole industry while it is learning.) 

During dinner, the recorder could be 
gathering late spot news bulletins and 
sports results for father while a reca- 
pitulation of the key radio and tele- 
vision programs would suit mother. 
This is just a fragment of the special- 
ized interests a facsimile newspaper 
could satisfy. The advertiser using 
facsimile as a medium can be sure of 
reaching just the audience he wants. 

The uses of facsimile are greatly ex- 
panded when facsimile is programed 
simultaneously with a sound program. 
This process of double transmission is 
known as multiplexing. Multiplexing 
allows the person at home to receive 
facsimile or to listen to the sound pro- 
gram — or both. This FM-FAX package 
possesses almost illimitable possibili- 
ties from both the advertising and 
programing points of views. 

IVogram-wise, multiplex ofTrrs the 
FM-FAX set owner a combination 
much like television. What nmltiplcx 
programing loses in instantaneous ac- 
tion it gains in permanency. W^hile the 
ear is listening to the sound program, 
the eye follows the facsimile recorder. 

Facsimile is not limited to the four- 
column newspaper form* It can be used 
as white space for printing and tran- 
scribing any graphic representation. 
A sponsor buying muUiplex time can 
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New YoTJt--Co».E»r 

Eight witb • mp^^tih in N«w*rk 
N.J. Oi Tl«ir»d*y Ui« Rep- 

lne« CToma th« rf^er to 
deUvrr 3 addressee u KYC, 

New York — A kk>a«s d^jzMm* 
•tr&tloti oi 85,000 dreas 
«ork«rs will b« aiftged hy tkm 
IntMl. Lftdles G«rmexzt Work- 
pz* tooTiorrow «« m. port td 
Due Union** Agiit «g%lxi«t 
r&c^.etffcra In the KY. Gar- 
ment IndtLStry, 

Nttfw-Tork-.PnHf 

> 

I 

A 

i 
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via UP 
P»ri«— Thr Unitc<i N«t- 
botts Political Comm, h&a | 
oied down a Eritlsh Pro- 
os&I to pl&ce the PaJea- 
problem first an the 
'innaittee's ageodo. The 
oie w«s 21 «.g«iAst 16 in 
■^OT and 14 ohstaioin^. 



WORLD NEWS 
by U.P. 
Ualt«d Preu He«<lllncB- 
Tke We«terD coinplaixrt 
tbat Ru9«la*s blockade of 
Berlin YioUtes the U N 
Charter wu laid (orm&lly 
b«far« CfN today. The Di^ 



SHOW DO*N ^\ WL5T 
WCHUCHTS ^ ARti 
U.N. K-a-'fc-TlhJG 

PariB-UP — Wealera po>*«*r» 
hav« formaily callrnl for a 
ah<rwdowa on the l^rrilr. 
criaia before the UaiteO ri^ - 
tions. Thrfv ir\e«o«a£*r« 
delivered identlcat |rtt«-r« 
to UN secretary Try^vt 
l-i« in Paris today. 
The Russian reactlan to tfae 
connplaizzis ia expt^<.trd to be 

lonjj and bitter. ..th^ conse- 
quences serious, ^ ach 
letter included aocumevt* > 
spelling out the ci^rgp that 
the Soviet is threat «iuDg 
peace. A bovift v^lo i> en' 




fd i_ I mB . 4 , 




OBORF WK XMwc am- 

fCucaimoN- ocaw J. 

tSSU»- A SOLEMN 
VMNH^MOLTr TVC 



. NO DCFCH3E et roasOLE 

f IT (5 rO SECRET AX^MJ^ TO TWt 
^^aCHTTSTS OF CXVPR NADOIS^ 




Typical pages of "telefax" Finch transmitted "Illustrated News" from station WGHF (New Yoric) 




Wings Field checks WCAU-FM FAX weather report Farmers scan Philadelphia Bulletin's FAX 




present a |)ro*rraiii and leave a prinle*! 
a(I\ ertix'tiienl in ihc home of the \\>' 
t( ner. A niatuifaeturer t>f sewing nia- 
ehtnes can leave pictures of his; various 
niodeU. A food inanufa<*lurer can re- 
prnduer recipes \vht<'h uttHze his prod- 
uct. A publisher can leave re\ iews of 
his latest hook and ittter<'sl-calchin»i; 
exeer])ls. Ait autorn«d>ile dealer can 
eritrrtaiti the family with a \ariety 
-how. and leave the equivalent of se\ • 
(M al pamphlets or brochures for the 
familv to look over. Soap niaiuifac- 
tnrers will have a sur<'-fir<* way of 
f;ellin<j: a coupon into the home. Keal 
estate o|)eralors can spotisor a pro*rratn 
that is pure entertainment, attd yet 
leave a picture of houses for sale, with 
floor i>lans. right in the living rt)om of 
a |»rospe(*tive buyer. The possibilities 
of multiplexing haven't heen touched 
\et: thev have otdv hvri] hinted at. 

Situ-e the K(^("s authorization last 
June of the (^onunercial us<' of facsimile 
after I.> Jul) '4<l, a lift has been givett 
to facsimile developers. With standards 
established I)\ th<' FCC for the manu- 
facture of scanrters an<I recor<lers, fac- 
simile broadcasting is ott the eve of its 
greatest expaitsion. S<*ts for use in the 
home at(? not g(»n(*rally available yet, 
for until standards were established 
there was lillh* point in building nior<* 
than experimental sets, attd these wer<* 
tiol ass(MnI)I\rtne-i)roducc<l. Individual 
fa<*simile recorders when mass-pro- 
duced should cast aroutiil 8^)0 to S"-^. 
while AiM-KM-l* AXphotiograph con- 
soles, it is estittiate<I, will range from 
S^0()-$7.S(). The two major invetitors 
tti facsimile. (^a[)tain G. W. Finch of 
Finch Telecotnnninicatiotis. I tn*. ati<l 
JohtJ V. L llogan of Radio Inventions, 
Inc., and th<Mr licensee manufacturers, 
are ready to supply the public with 
recorders as the deman<I makes itself 
felt. 

Among headers iti daytitnc facsitnile 
broadcasting have been WFIL-FM and 
WCAF-FM rrhihulelphia), WOAM- 
FM (Miami), and WCIIF (\ew 
York ) . Uegular broadi asting scIkmI- 
nles liav(> IxM'u set up, an<l <lail) and 
weeklv editions have beeti |)iil)lished. 
All these statiotis except WdAU-FM 
have exp«'ritnented with a«Ivei tisetnents 
sin« e the VC(] autiiori/ed eonunereial 
broadcasting. The rates i harged have 
heen tok<Mi rates atid oid\ f<n' experi- 
ence since there wr.ir ne\cr more than 
T.> re<*or<i<'rs. scattered aronn<l in [)nb- 
lic places, iti any of the areas. The 
Miami llrrnld's facsitnile edition has 
reretitly been admitted to inend)ership 
by the As«^ociate<l Press, the first fae- 



>miile tiewspaper to be st) recognized. 
W'GIIF's Air Press has been a nieniber 
of the I niled Tress for the past three 
\ ears. 

Facsitnile isn't going to spring up 
overtiight ns a natiotial. or c\vt\ local, 
advertising medium. There are man\' 
problems to solve, attd public accept- 
ance to be won. Hut facsitnile is in tio 
wt)rse positi(ni than radio was when it 
was in its infancy. The tools are ready 
for use; the possibilities itt programing 
atid a<Ivertising are not obscure. One 
fact cati he pointed out to the prt)spcc- 
tive atlvertiser — he won't have to jatn 
his ft)t)t in the door to gel a hearing for 
bis product iti facsimile. Facsimile al- 
ways sits iti the livitig room. « * * 



LETTERS 

(Continued jrntn po^v 23) 

6. To avoid '"tiuisance" suits, par- 
ticularly where contests atni ofTers are 
itividved. 

When an etithusiastic- -or an irat(^^ — 
radio listener takes his titne and three 
cctits to write a letter, he tloesn't ordin- 
arily address it merely to a network 
or station, lie writes it to either the 
sponsor or the program, atul lu^'Il us- 
ually a<blrefs it to the me. if one is 
featured. 

Whatever his reason for writing, it's 
(ilways att intenstdy personal matter to 
hitti. Therein lies its greatest value to 
sponsors who realize the possibilities 
in such a cotitact rtittiatcd by th<* 
listener himself. 

One natiotial t(d>ncco advertiser has 
had geographical <listribution of mail 
to a network [)rograni atialysed, state 
by state, in a representative tpiarter 
of each )ear for the last three years. 
They cotisiiler this form of response to 
I heir a<Ivertising an ituportatit check 
of its impa<*t in markets of known 
[>otentiaI. The com[)any fetds the mail 
record is an tmpoitant extra tool that 
eitahlcs them to a<ljust point-of-sah' 
and «)tlier advert isi tig prcssnr<* ni«ir<' 
intelligettlly from market to market. 
Uui this isn't all. 

.^luith Brothers (cough <lrops) is 
atiother advertiser who feels the full 
usefidtiess of a large volume of mail 
is by no means etttirely tap| K*d I)\ 
analysis alone. Fx|»erieHce has shown 
ati amazing liarvc^st of good will to 
he garnered frotn appropriate ackttow- 
ledgiiient of each itidividual com- 
niutttcatioti. tio matter how triflitig. 
The fa<*l is that tto cotiiniuttication is 



tegarded a^ triflitig b\ the person who 
lakes the trouble to write it. 

Not many spons(trs, however, are 
adetjualely e<piipped to handle any 
considerable vt)lume of program mail. 
Neither are tnost ageticies. In fact, it 
is seldom economical for a single spon- 
sor t)r ageticy to maintain a mail de- 
[)artnieiit for this purpt)se alone. 
Xeitlier can the job be properly 
hatidled, orditiarily, as a secotulary 
operation in stnne other department, 
unless the flow of mail is relatively 
small. 

This often means that an outside 
organ izatioti which specializes in an- 
swering mail must be hired to do the 
job. Of course, it has long been the 
[)ractice tt> delegate the handlitig of 
contests to specialists like the \ew 
York firm of Heub(Mi H. Donnelley 
(the biggest in the field). 

Organizations who specialize solely 
in analyzitig and answering radio pro- 
gratii mail are a development of the 
last few years. They came itito being 
with tlie disc(»very by some advertisers 
of the tremendous possibilities radio 
inspired mail present for building good 
win. 

An organizatit)n like Kadiolaiid Mail 
Servic<\ for example, will receive all 
listener letters directed to a program 
(or to the sponsor, if it coticerns the 
program) of a clietit. Kvery letter is 
read and replie<i to personally over 
the signature of i Bernard O'Dotniell, 
KadiolandV head man. 

The kitui of reply <lepends upon the 
nature of the letter. The distinctive 
feature of Hartley O'DonnelFs service, 
however, is that even a routine request 
for tickets to a broadcast gets an in- 
dividually typed reply. For shows like 
Stop The Music. Juvenile Jury, an<l 
Twenty Questions. re(|uests for tickets 
alone run ittlo thousands every month. 

O'Donnell's Kadioland Mail Service 
has handled more than seven million 
pieces of mail since he set out four 
vcars ago to win friends atid influ<Mice 
people for Honson and Twenty Ques- 
tions. Harney himself looks at two 
or three thousatid letters every week 
in order to be thoroughly aware from 
week to week of what people are think- 
ing about his clients, their programs, 
an«l their pro<htcts. 

Hrograin elements have been 
changed, or eliniinate<l altogether as a 
result of (dues frotn listetier letters. 
For exatnple, the sixth (ptestioti in 
Twenty Questions was b>rnierly a 
'"hliitd" (|it<'stion. until tii«>unting pro- 
( Please turn to pofie 3ti) 
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^ow- in the McJtina! 

A GREATER VOICE 
a still Greater BUY! 
tu DETROIT 




50,000 WAHS at 800 kc. 
JUNE 1949 



From 5;000 to 50,000 watts, in the middle of the dial, 
at the lowest rate of any major station in this region! 



CKLW 



Guardian Hldf^.^ Detroit 26 Adam J. Voi//i^, 7r., //ic, AV/f'/ Rep. 

J. E. Campeau^ President IL !W Sfori/i & Co., Canadian Rep. 



In the Middle of the Dial at 800 kc. • Mutual Broadcasting System 
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Sekcth 
faces an I 



Tot 



op network executives advise that 
AM network broadcastirifr is at or very near 
its maximum financial development. 



T 



his siaienieiit continns a^ain the exis- 
tence of an enormous opportinntx' for selec- 
ri\'e radio; for there are hundi'cds and e\'en 
thousands of advertisers who, thoui^h their 
distribution anci resources will not support 
network radio, ran and should use national 
selecti\'e. 

But we in national selecti\'e face an alterna- 
ti\e. l>efore we can either ^rasp the oppor- 
tunity or pass it by, we nuist understand the 
full import of the choice to be made. 

We must decide whether or not we are li:oing 
to clinji; to a restricted concept of our busi- 



ness that defines our branch of radio as a 
minor department of network adx'ertisinii:, 
a means of patching the holes in network 
co\'erao^e, or at best a medium for the use of 
rci^ional ad\'ertisers. If any biij national ad- 
\'ertiser does use the medium, this thinkinij 
implies that he must either use announce- 
ments or rei2:ard us as a sort of [)rep school 
from which he may e\'entiially ij^raduate to 
the use of network. 

It is a school of thoui>;ht that is wqW described 
by the restrictive and misleading term of 
spot radio. 



Radio 
Iternative 



The natioiial concept, accurately described 
as national selective, expands our business to 
a major niediuni in its own ri^ht, a inediuni 
iwhere transcriptions will permit the use of 
.the finest talent available, a medium where 

■ the advertiser can cover all the countrv with- 
in . . . 
VuTt the restrictive factors inherent in net- 
work operation, a medium that permits com- 
ete selection of markets and stations. 




Paul H. Raymer Company, Inc, 

RADIO AND TELEVISION ADVERTISING 

New York • llostou • Detroit 
Cluca^ro • Hollywood • Sail Fraiicisco 

I 

I 



An understanding of this broader view is 
vital. Representatives and stations alike 
must grasp it before national selective radio 
can grow to its full potential. 

Let's get away from the pin-point concept. 
I >et's think of this major medium as the hun- 
dred million dollar business that it is. Then 
we have taken the first step toward making 
it the two hundred million dollar medium 
which it ought to be. 





CHICAGO 

1,000 on the Dial • 50,000 Watts 

weft \V. 



An imposing array of first-rate sports attractions— Notre 
Dame football, Chicago Cardinal football, and Black- 
hawk hockey — are WCFL highlights. Unexcelled pro- 
gramming of fine music is also a special feature of this 
station. Top entertainment and WCFL's economical rates 
combine to give the best all-round radio time buy in the 
rich Chicago market ! 

A plus iactOT in audience Joyalty . . . There's a Union member in two oi 
every three iamilies in the great Chicago area — a foundation upon 
which The Voice oi Labor is building one oi the most responsive, 
product buying markets in radio today. 



WCFL 

Thm Voltm of ivbvr 
666 L«ka Stiore Drlve^ Clik<igo^ tiU 



' LETTERS 

(Continued from page 34) 

tests in tlie mail caused the producer 
to experiment with playing it straight. 
Suhse(iucnt checks proved the change 
a popular one. As much as 15% of 
the mail, says O'Domiell, eventually 
has some direct influence on cilhcr the 
program or the manner of plugging 
the product. 

As for I he influence of Barney's 
Idlers on C(»rrcspondcnts, there's plenty 
of evidence that they appreciate the 
consideration he gives them in the 
nain<* of his clients. 

When a listener asks for information 
ahout the program or its talent, or if 
lie cliallengcs something said over the 
air, O Donnell doesn't close the corres- 
pondence until the eorn^sponderil is 
satisfied (and a hooslcr for the spon- 
sor wilh so understanding and intelli- 
gent a n^prcsenlative!) 

It took him a month to collect the 
necessary evidence in answer to a 
listener who vigorously challenged 
Twenty Questions nic liill Slater's 
statement that ihc fahulous Casey Jones 
was a composite character rather than 
tlie living individual of the legend. A 
famous r a i I ro a d president wrote 
O'Donncll that he had heen paying a 
peiisi<tn to the widow of the fahlcd 
engineer. Several hundred people 
jumped into the fray with strong 
(^laims. Harney O'Domiell handled it 
in a way that may not have c»>nvinced 
everybody that Casey was only a legend 
—hut more imporlaril. ihey were con- 
vinced that the sponsor was ccrlainly 
a gentleman, if no scholar. 

It is not widely knctwii outside of 
lrad(* circles that sponsors who feature 
(contests and offers arc frequently 
plagu(*d with nuisance suits l>y dis' 
gruiitlcd listeners who often feel sin- 
cerely that they ve hccii unfairly 
treated. Hadioland s policy of persis- 
tent and sympallieti(^ attention to every 
gripe, l(*gilimat(* or not — cvitv com- 
plaint IxMiig h^gilimalc to the com- 
plainant, of course— has paid off. \ot 
a single »^licnl has suffered a suit at 
the hands of a listener in the four 
years of Hadioland's exislence. 11ic 
sp<»risors feel this is one of the most 
important <li\ idciids of proper hand- 
ling of audience mail. A suit may it- 
self 1k^ unimportant, tlicy reason, hut 
the chain of ilhwill it (MigciMlers is al- 
ways had. 

A program that doesn't ask for mail 
do»\»-irt usually gel much of il. A 
partial cxc<*plion is lli<^ broadcast that 
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9 Important Facts For 
Radio Advertisers 



(ABOUT MUTUAL) 




With MORK STATIONS than any other 
network. Mutual delivers 136 of tlie 137 
U.S. Metropolitan markets (130 at night) 
—mostly with coverage from within. This 
represents over 64% of U. S. retail sales. 




■ Si-, 



LOWEST COST PER 1,000 HOMES 
covered. Example: a Daytime Quarter- 
hour Strip, Full Network, time cost only, 
based on Nielsen Network Audience Study 
-Mutual: 47<*. Others: 53<*, 57<*, and 60^ 




No. 1 DAYTIME NETWORK. Mutual's 
daytime coverage (based on the widely 
accepted Listenability measure) tops that 
of any other network. The figure for Janu- 
ary 1, exceeds 32,900,000 radio homes. 




MORE 1,000.WATT AND UP stations 
than any other network. (Mutual: 172. 
Others: 109,122,138). With power where 
it counts (strategic distribution) Mulual's 
coverage has less waste, more economy. 




PIONEERING IN PROGRAMS. In the 
last three years Mutual has developed 
fresh and successful angles on program- 
ming —"Mutual Newsreel," **Juvenile 
Jury," "Queen for a Day" and others. 




No. 1 CO-OP NETWORK. Mutual devel- 
oped the Co-op Program idea in 1936, has 
led the field ever since. With 19 programs 
(including biggest Co-op names) Mutual 
is serving over 1,900 local sponsors. 




MORE ONE-STATION MARKETS than 
all other networks combined. Significance 
is that, with the only station in 320 
markets. Mutual dominates listening (day 
and night) in 23% of U.S. radio homes. 




LIVING UP TO THE NAB CODE. 
Mutual believes in industry self*regulation 
—and because of our responsibility to lis- 
teners, we are Code*minded. We took the 
lead in ruling out "buying an audience." 




\9^0 1949 

ADVERTISERS ARE USING MORE of 
our facilities — good indication of results 
and satisfaction. Average number of sta- 
tions per commercial program has climbed 
from 36 in 1940 to 282 in 1949. 



MUTUAL BROADCASTING SYSTEM 



WORLD'S LARGEST NETWORK 



involves a strong Ininian interest or 
(•ontro\er>ial angle. Even so, the sug- 
gestion on a network broadcast that 
li^l<»ners write for a simple rei ipe will 
usuall) gather infiniteU nion^ re>j)onses 
than the liveliest eontrttversy or most 
j>oignant lunnan intere>t broadcast 
where no recjnest for mail is made. 

It might he assumed even now. 
desj)it(^ relati\ (dy limittul number of 
tele\ ision sets in u>e, that their proxed 
pulling pow<M* would ha\e the elTect of 
reducing the amount of mail garnercul 
by AM programs in the same areas, 
Hut this has not been evident. 



In the iield of children's programs, 
the CI5S television network show, 
Lucky Pup, j)ulled an amazing 28,598 
recpiests for pictures of the pni)pets, 
each re(|uest accompanied by 15c. 
Over 91'/ of the requests came from 
the New Vt>rk. naltimore, and W ash- 
ington. \). (].. areas, where the ofTer 
was made ten times between 3-10 Janu- 
ar\ . Vet d(*spite fre<juent ofTers on 
cbildrinrs tele\ ision >bows ubicb in 
the last year ba\e racked up several 
hundreds of thousands ol resj)onses, 
there's been no falling-olT in the 
mail pulled by kid shows on AM. 




AoeAtf-Kncdel, ^«C. radio station RtPRtStNTATIVtS 



KOMA o 



KLAI44MA CITT 



Just gi\e them the chance — and if 
the program makes them want it, 
they'll ask for it! They'll even per- 
suade Mom. or Pop, or brother, or 
sister to ask for it. A slightly more 
(*oniplex olTer than pictures or gadgets 
is (*xeiting y«)ung viewers of Poiv II ow, 
a current Sundav morning feature on 
MUrs WNBT. New York. The pro- 
gram d(*als with Indian lore and cus- 
toms. Kids are invited to write in ^ 
something about themselves, and they * 
then get an approj)riate In<Iian name. 
.Most letters also ask for a name for 
a broth(»r or sister. Youngsters not 
too sure of their handwriting and 
burning not to miss out on that Indian 
name — ^fre<juently dictate their letters 
to an older brothtT or sister, or to a 
pa rent. 

1 he idea ol ofTering something 
<lesirable not rt^adiTy obtainable else- 
wIkmc is emphasized by Donald I). 
Sullivan, commercial manager of 
WVAX, Yankton, S.I), WXAX is one 
of the great diieet mail stations of the 
country. 

Sullixan points out what all experi- 
enced direct-maibby-air salesmen 
know: that a sponsor, in sizing up a 
station for direct mail selling, must 
consider not only station eo\ erage, 
but the educational and economic 
level of the audience. This in turn 
largely governs the commercial i)res- 
entation, the program, and the product 
itself. 

A single \V\AX program. Neighbor 
Lady, has jndled as high as 160,000 
]>ieces of mail in one year, most of 
them uith orders for the participating 
s])onsors. Sullivan outlines several 
other important inducements to direct 
mail returns as follows: 

1. A bargain or sjM^cial i)riee (less 
than for a similar product obtainable 
through regular outlets) ; 

2. Seasonal or holiday ai)peal; 

3. A new or greatly improved ])rod- 
uct ; 

\. A product not easily obtainable 
through any other channel. 

WXAX has maintained its success 
in the mail operation by adhering to 
rigi<l standards of programing and 
sales j>rcsentat ion. The station 
thoroughly analyzes a product for ap- 
p<\il. quality, and value before giving 
it a ride on WXAX air. 

Even more than in any other type 
j of programing. j)ersonalities are im- 
portant as mail and sab* — producing 
forces. If it*s I rue that, by an<l large, 
mail is produced by asking for it. il*s 
even truei* that the person who asks for 
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2. BUTYL RUBBER PLANT of Esso Standard 
Oil Company in Baton Rouge — world's largest oil- 
exporting port — another reason why WWL-land ex- 
ceeds national average in increased income, buying 
power, and general prosperity. 



WWL PRIMARY DAY-TIME COVERAGE 
591;030 BMB STATION AUDIENCE FAMILIES 



3. WWL*S COVERAGE OF THE DEEP SOUTH 

50,000 watts high-power, affording advertisers low- 
cost dominance of this new-rich market. 

Note: Coverage mapped by Broadcast Measurement Bureau, 
Some scattered counties, covered by WWL, are not shotrn. 



The greatest selling power 

in the South's greatest city! 

50,000 WATTS CLEAR CHANNEL CBS AFFILIATE 



Represented nationally by The Katz Agency, Inc. 
14 MARCH 1949 



NEW ORLEANS' 

A DEPARTMENT OF LOYOLA UNIVERSITY 




When WMC was horn to the 
Commercial Appeal hack in 1923, the 
Memphis ISBC outlet fell heir to all 
the prestige and dignity that comes tcith 
one hundred and nine years of loyal and 
faithful service to the people of Memphis and 
the Mid-South, W^hat a blessed event! — 
for you — the advertiser, and the 
499,379 radio families who await your message! 



WMC 




NBC*5000 Watts*790 



50 KW Simultaneously Duplicating AM Schedule 
First TV Station in Memphis and the Mid-South 

National lirprrsmtatirrs • I'hr Branfiam Company 
Owned and Operated by The Commercial A ppeal 



It should he in close rapport with the 
listeners. 

This has heeii a tenet of the WLS, 
Chicago— another great niail-pulling 
station — from its founding hv the 
Sears-Hoehuck Agricultural Founda- 
tion (WLS, purchased in 192li hy the 
Prairie Farmer, is now celehrating its 
2oth anniversary). An announcer who 
sounded like an "announcer" wasn't 
for WLS. 

Karly mail pulls were directly instru- 
mental in huihling the fundamental 
program policy which \^'LS has ad- 
hered to successfully ever since. Gen- 
eral Manager Glenn Snyder helieves 
that in huihling a responsive audience 
a station huilds a loyal audience. 

WLS set out originally to build the 
kind of programs its listeners wanted, 
using audience mail as a principle 
guide. They still analyse all mail care- 
fully, as a finger on the listeners' pulse. 
For 19 years WLS has averaged over a 
million letters a year. A station has 
to ha\e a "personality*' to achieve a 
record like that. 

The same is true of an individual 
j)rograni j)ersonalit\ . And one of the 
aims of sj)onsors who pro\ide for in- 
telligent personaliz(»(l handling of radio 
aiiditMice mail is to help huild a desir- 
able personality in the eyes of peoj)le 
who arc moved hy radio to w rite them. 

They think it pays to he human- — 
e\en on paper. « « « 



THE AUTOMOTIVE PICTURE 

(Continued from pa^e 24) 

Ford's, DeSoto-lMymouth's, and Ghev- 
rolet's national radio and TV selling), 
rather than the comj)any itself. About 
the same amount of money (some 
sources jiredict more) will go into 
national selective radio, using e.t. 
spots and station breaks on nearly 300 
stations (this will work out, at normal 
fretjuency, to about 70,000 announce- 
ments a year) . A TV show built 
around Winrhell and T\^ selective 
campaigns are in tin* plans stage. 
Broadcast advertising ft)r K-F in 1919. 
which Comes to more than half of a- 
56,000.000 budget, will have a real 
job on its hands. K-F has had to cut 
|)roduction (from 675 to 3.50 units a 
day) recently, since a competition- 
meeting price cut on the existing lin** 
was nearly impossible. Although K-F 
ears are in the upper-niiddlc price 
liracket, the j)rofit on each (due to 
K-F's having to jiay jircmium j)rices 
( Please turn to pa^e 18) 
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THAT 

LOCAL PITCH 
GETS 'EM 




RAY MOFFETT 
"Musical Clock", 6:00-9:00 A.M. 





BETTIE McCALL 
'Your Friendly Neighbor" 
10:00-10:15 A.M. 



Take Hal Victor, for instance— the wagster of 
the keyboard. He knows Baltimore and Balti- 
more knows Hal. His fifteen minute strip at 
5:30 P.M. is completely wacky—but it's bright 
and fresh and full of original material—and the 
talk of the town. Then there's Ray Moffett and 
Bettie McCall, solid citizens with a solid fol- 
lowing and a list of "success stories" a yard long. 

When your product needs a good local pitch, 
these "local folks" can do you a lot of good. Your 
Raymer representative can tell you more. 



WCAO 



CBS BASIC • 5000 WATTS • 600 KC • REPRESENTED BY RAYMER 



14 MARCH 1949 
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To make fe/d 



Huyinp t(*lcvi^i hi tiiiir iIlvo!^^s do/ciis of Omv- I'rovidiiijr von \v\ih each of ilios<* 36 ilniK^ i? 

roiisiiiiiiiii! (Irlails. 'I'o iiuikr tin* lime l»n\n'> basic servire of lh<* lnv^t - iiifoniKMl tclovisi<t 

task a I<'ss luirri(Ml o\u\ "SWC Spot Sal<'t ha? re|Mt\<rnlative iii tlic in(ln^^t^\^ y<uir NBC SPO' 

assoiiil)ltNl a w<\illli of <)ata. T\u^ information ^^alesnian. 

lish'd al tlir r'v^hi on all S|»ol rrprct^rnlrtl |?a«^ko(l l»v |]i<^ ex))crionoc an<l know-how of tlij 

sla(i<»i|s is vi>nrs for a jdioiK' <\ill. nation's fn^l television network, ntili/ina till 
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repraentiog television stations: WNBT— New York ' WNBQ - Chicogo ' KNBH— Hollywot 



* 
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Television liiivor s Cliock List 

MARKET INfORMAHON 

Q t<*l(*\ ision srl t irculiitiorr 

I I |u>|)ul:»li()ii in cox crMfrc area 

I I radio fariiilics in Iclcx ision area 

□ I'.'lail sal<*> 

I I food and dni^ sales 

n geirer.d nierrliandise sal(*s 

O elTeclixe l>u)in«i incoiue 

Q counties uidiirr coxcrage area 

n estimated tolal !elt'\ isioii audience 

Q foreea^t of-et iirstallalioii 



buying easier 




■superior facilili(\^ of NUC rrojiraniniiiiji ;m(l 
'"*™liK'lioii. Kcisrarch arxl I'jigino^rinjj; — ?\\\C 
liVOT SAhKS iV \(>nr hcM <(>iinN* for spot 
* U \ i<ion irifonuation. 

^^r iif///Vi//\s major li*lovisii}ii stations in tha 
'i^tliofi's major markots are reprosonted by 



STATION INFORMATION 

□ prn^M'ani seheduK^s 

□ a\ ailahilit) lists 

□ rati^s 

□ latinfrs 

Q ajidienee cliaiaetrri-ties 
I I (*()\ erago maps 

n eonipelilion s program x-luMlides 

n eoniptMitioirV v:\[r> 

n sliidio e(|uipnieiit a\ailal»l(' 

(li\e and fihn slirdio etpiipmeii!. camera?, etc.) 

PROGRAM INFORMATION 

□ description of projirani format 

0 pliot()t.n'aphs of tal(Mit and set 

1 I hiograpliies of talcrit 
Q adjacencies 

Q comj>etition 

Q t\ jte of andi(Mice 

Q ralinjis and sur\cy>: 

Q audieirce respon>e stories 

I I succe>s storii^s 

I I promotion antl mereluuidising 

I I rate> and contract terms 

GENERAL TELEVISION INFORMATION 

Q audicnc(* sur\(*y5 

0 all r. S. tcle\ ision stalioirs 
Q advertisers usiniz tel(*\ision 

1 I a'K^iicies liandlin«i t:de\isi()n 

□ technical dala 

□ film 



SPOT 



SALES 



NEW YORK • CHICAGO • CLEVELAND • HOLLYWOOD • SAN FRANCISCO • WASHINGTON • DENVER 



ffll- Philadelphia • WBZ-TV-Bastan • WNBK-Cleveland • WNBW-Washingtan • WRGB Schenec'ady • WTVR Richmand 
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The 

Pickeil Italic! 
3lr. 4«ormaii 

The iniswtM* io 
this (jiicstion is 
/ tn|>(' rceording. 

I W^iie was the iiir- 

(liuin with which 
iiKisl of the first 
magnetic record- 
in<j; work in this 
*' o II n I r y w a s 
(h)iic, and must 
he frivon credit 
for thr interest it created in a n*;w 
reeordinjr method ainon*;^ hr(»adcaslers 
and manufactniers. This interest aitd 
demand so pushcMl dcveh>|)meiit work 
that within a three-year peritid \\c 
now ha\f» niagnelif^ recording e<|iii|)- 
nuMrt that excels the jierfornKUKX* of 
the finest disk recordin*: machirit^s. 
1 h*: (h'vch»|>ment also r(*siilt(Ml in the 
change to tape as a mtMliiim with in- 
creased |>erh)rmance. l!eeans(» of this, 
wire, for hroadciist use. can he rided 
ont. 

1 hrce years agf>. hroadcaslers op- 
er aletl cntireK w ilhout magntjtie re- 
cording: e(piipni(Mit. Toda) , hundreds 
of station- arc nsin*: tape r(M'order> 
of various dcfrrees of tpialit\ and jnice 
rari<;e. and ar** aecornplishing certain 
recordin*^ work hclter ar»d cheap<M' 
than with a<'etate recorders. These ap- 
plications are field KM-ording. delaxed 
hroa<lr\ist. and show edilin*;. This 
loaves onl) spot and straight record 
IHogranis heing done ahnost exclusive- 
ly on platters. 



Mr, Sponsor asksmm. 



Patrick H. Gorman \^<i-^rfis}ng Manager 

I Philip Morris & Co. itd.f Inc, 



Straight niusieal program conver- 
sion frt>m platters to lajx* involves 
eeonomieal aspects that ov(»rshad(nv 
the present higher (fuality ohlainahlc 
from tape. The first step in this con- 
version is an industry-wide standard 
on tape r<»cordiiig and playback e(pii|)- 
inent. Ser-ond is the developnuMit of 
a method for rapi<l (hiplication of inag- 
nelie tape recordings. (At this stage, 
spot recording on tape will come into 
conmnni use. I The final step in the 
eon vers ion is the replacing *»f platter 
library with ta[K* reeordings. This 
final step will lake the longest and 
cost the im»st. 

Fkank Makx 

in charf^c of Engineering 

AUG. Sew York 



Most of our sp«*- 
eial events broad- 
casts are ''live'\ 
on-the-spot pick- 
ups of news- 
making events as 
they oetnir. Mow- 
(»ver. on one par- 
ticular |>rogranK 
tlui W('ek-da\ 
Mutual Xewsreel, 
we liav<' fouml a coinhiiration of tape 
and disk most pra<'ticable, with tape 
doing the major part of the job. 

Tin* reasons are seveM'nl-fold. Firsl- 
1\. the id*Ni for the iXcirsreel is to pre- 
s< rit the voices of the peoph^ as the\ 
make tin* news. The slogan for the 
show is *'froni where it hapjxMis, you 
hear il happen." The use of tape p**r- 
inits clos<* (*diting of the *' recorded 
cop).'" On lh(» Xewsrcel we can onlv 
use l)ri(*f excerpts from a spe«»cli. a 
blatcmcnt. a debate, an interview, etc.. 




with most of the "co])y" runnfng be- 
tween 1.^ and 30 seconds. Use of tape 
permits us to edit the ''copy" eloseK" 
and quickly for fast pace, accuracy, 
and entertaining, though informative, 
reporting. The light weight of our 
tape e(|ufpnient is another helpful 
il*;in sinee our crews go out into the 
fudd for many stories. Il has already 
gotten to the point, particularly around 
("apitol Hill, where our MBS tape- 
recording jXewsrcel erews are accepted 
daily as the *'ears'* of the nation. 

However, before ^'making up'' our 
nightly iXewsrrel etlitions, we take onr 
*'copy" ofT tape and place il on disks. 
'I he latter arc easier to "spot" for the 
(|uiek-limcd. eloscly-knit production 
pattern that is necessary for a fast- 
paced ?how. W^e have found the com- 
bination of tape and disk to be a 
good one. 

Akt Fkij>.man 

Special Events Director 

MnS. i\ew York 



Should a radio 
station use wire, 
tape, or disks for 
r<M-ording? Tst* 
all three, 1 sa\, 
\\\^ do at W'OR. 
\\V base our s**- 
lecliori upon the 
conditions under 
which the record- 
ing is to be niad(*. 
Xaturally, if the r*H^ording is to he 
made* from a studio, disk is preferred, 
sincf* its fidelit) is best. \W alst» inak** 
an cfTorl to use* disk on remotes, but 
time (dements in setting up wire lines 
on spot news make it almost alwa\s 
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impossible. That's where wire and 
lajH* are handy. 

The (jualily of tape reeordirrgs is 
apt to he higher than wire. Also, tai)c 
is easily spliced aiul edited, two fea- 
tures which make it very desirahle for 
use on spot news interviews and de- 
scriptions of news events. 

Wire recorders are ccjually as eon- 
venienl as tape machine?, and som<*- 
what lighter to carry. 

There's actually little choice he t ween 
tape and wire, except for the afore- 
mentioned fact that tape recordings 
arc apt to have a somewhat hetter 
quality for reproduction. 

Kememher. too, that all radio sta- 
tions in the country are e(]uip})ed to 
reproduce disk recordings, while only 
a few can use broadcast tape or wire; 
both methods, howe\'er, must be con- 
sidered not as replacements for disks, 
but as handy supplements. 
J. R. POPPELE 

V.p., in charge of Engineering 
IFOR, New York 



Currently we are 
making no use 
of wire record- 
ing, but arc 
using both tape 
and ])lattcrs ex- 
tensively. We are 
recording a great 
deal of our orig- 
inal material on 
tap(^, and retain- 
ing this ta|)e as our "covers" and 
protection. However, from an actual 
broadcast standpoint, we still fmd 
disks to he the most practical from the 
standpoint of (juality and ease of 
handling at the stations. The ease of 
recording, the speed of i)layl)ack, and 
the simplicity of editing make tape 
ideal for the original recording job, 
but when you ate sc r \ i n g a la rge 
group of stations, as we arc, you just 
can't beat top (juaiity disks. 

Furthermore, use of la[)C and wire 
is not too feasible, inasmuch as the 
majority of stations throughout the 
country don't ha\e the f at* i lilies to 
handle them. Ant! the e(»st of re-tooling 
existing facilities in order to use taj)e 
or wire would not he ju^-tified in the 
minds of station executi\es at the 
present time. It's much more econ- 
omical to continue to use disks. 
JoMiX Sinn 

E.xecutive Vice President 
Frederick IF. Ziv, IS'. Y. 




WFBL 

SYRACUSE, N.Y. 




Above, o Syracuse High School choir tokes over one of VVFBl's 
beautifut, new studios. WFBL facitities are ptaced at the command 
of Syracuse civk and educationat groups for such purposes as 
rehearsatSf meetings and forums, 

"OUR HOUSE AND ALL 
IT POSSESSES IS YOURS" 

This is WFBL*s pledge fo the community which If serves. 
It's always "open house" af WFBL ... a policy which 
pays off in a loyal following throughout the community 
as well as in Central New York. For WFBL has earned 
many devoted friends among Central New York's 
influential, educational, cultural, civic, church and 
farm groups. 

Loyal friends make good listeners 
and good listeners build the respon- 
sive audiences that make advertising 
pull results. 



Ask Free and Peters for the WFBl Community 
Service Booklet and current availabilities. 




WFBL - 

IN SYRACUSE . . . THE NO. 1 STATION 



14 MARCH 1949 
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THE AUTOMOTIVE PICTURE 

(Continued from page 12) 

Un ^ice]) is still le^s than SI 00. \d. 
vcrtisiiiig and aggressive promotion. 
K-P feels, is the only wav out of the 
slunij) that has heen hilling K-F sales 
figure>. and the hulk of the job will 
lia\e lo he done by broadca-^l adver- 
tising haeked by heav\ dealer promo- 
tions ami point-of-sale suppoit. 

Sunimari/ed. the "Big Four" firms 
will he spending more actual ad dol- 
lars between ibcm (although less on a 
percentage basis) for broadcast ad- 
\erlising than they spent either be- 
fore or durinrj the war. '\\s:} new 
factors stand u.it in their approach to 
the air media. One is the stressing 
of the dealer angle in air ad\ertising. 
rather than just the selling points of 
the car or purely institutional adver- 
tising. This is due largely to dealer 
pressure on these l>ig firms for adver- 
tising that will sell more directlv for 
them, and as a corrective for the gen- 
eral bad feeling toward dealers that 
grew quickly in the immediate post- 
war |)erio(l (»f shortages, waiting lists, 
and under- the- table deals. Sec^ondlx, 
the use of T\ , on which the auto in- 



dustry has had a watchful eye ever 
since the first successful use of vision- 
aiul-sound auto selling with theatrical 
''minute movies" in the last years of 
the 1920's. has brought the visual ele- 
ment to broadcast advertising that 
many auto manufacturers and ilealcrs 
have long felt was needed to sell 
"hard goods." Much of the prewar 
emphasis on network radio has been 
switched to large-scale selective cam- 
paigns (because of their ilexihilitv) 
a> a market-by-market support for the 
introduction of new models, auto 
shows, and to holster areas weak in 
sales. 

The otlier leading automakers, those 
in the so-ealled "independent" group, 
aren't far behind the industry's '"Big 
I'our." Nash Motors is engaged in 
the biggest campaign in ^Nash history, 
one that will probably top S4.000.006. 
Most of this Nash money w ill go for 
publication and billboard schedules. 
Straight national selective and dealer 
co-op campaigns slated for ratlio and 
TV account for 2^^c of the total. 
Xasb. a periodic user of network radio 
since 1931. has not network-sold its 
ears since l94.o. Chain radio is in 
the works now. except for likely-look- 



ing one-shots (elections, etc.) that 
may come along, 

Packard, planning currently to 
boost, rather than cut, its 1948 pro- 
duction figures by 30^^, ha- uppcd 
its advertising budget 23^i and will 
spend nearly 83,000,000 to sell 1949 
models. The Packard money will go 
largely Hike Nash's) for space media, 
but will be back-stopped with a 15- 
20^ expenditure in ladio and TV on 
both a straight and a dealer eo-op 
basis. Packard has been out of net- 
work radio since ]93P>. and plans no 
return, preferring the flexibility of se- 
lective selling. 

Sludebaker. one of the earliest firms 
to use broiideast advertising, hasn't 
revealed its full plans or its budget 
figures, but they are expected to be 
divided between newspapers, maga- 
zines, and selective radio, and will 
come to nearly the S3.000.000 mark. 
Studebaker prefers selccti\c radio 
programing, rather than announce- 
ment campaigns, and is currenth run- 
ning Mondas -through-Fridav news- 
cast schedules on more than 75 sta- 
tions in major markets. The prefer- 
ence for newscasts is explained on the 
basis of ^ri\'ino: the dealers sonicthino^ 



Our XSixig 
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llial can he promoted locally, as well 
as afTonling local tic-ins with the 
dealer's name on the air. A second 
reason lies in the spotting of these 
newscasts at times (usually early e\'e- 
ning) when the male-female ratio of 
the hsleniiig audience closely parallels 
the 75ro-25^ male vs. female ratio 
among customers actually huying 
cars. Sine(i local newseasliiig nearly 
always out-pulls network newscast ing 
(except in the ease of Sludehaker's 
sponsorship of news on the Columbia 
Pacific \(*twork) , Stinlehaker plans 
no return to network radio. Stude- 
haker's selective campaigns cost about 
$1,000,000 a year. 

The other large "indepeiulenls," 
Hudson and Willys, plan to spend 
larger budgets than last year (nearly 
S2,0()().0()0 for Hudson and $1.00(1- 
000 for Willys). The bulk of it will 
be in space and billboard schedules, 
but about 10% for each firm will be 
spent in seleeti\e radio, using an- 
noniicenients and station breaks on 
short-term campaigns with the intro- 
duction of new models. 

There will be other auto firms who 
will advertise in 1919 (there are 56 
companies producing 21 makes of 



<-ars, 39 makes of trucks and 20 mak<^s 
of buses in the I'.S., plus British and 
French export models now on the 
American market) but they are not 
(!Xp(M*ted to spend any si/eable 
amounts for an\ of the forms of 
broadcast ail\Trti>ing. 

Through the years that f(tlh>wcd the 
first air advertising for auto firms, 
many lessons ha\e been leariu^l winch 
und<*rlie these 1919 campaigns. Other 
lessons of aggressive promotion and 
merchandising were learned alnlo^t 
from the first ilay in l*i93 when the 
Duryea brothers chugged their way 
down from Massaehus<'tts in the one- 
cylinder auto that now rests in the 
Smithsonian Institute. Europe's ears 
had the edge until nearly 1906, but 
the U.S. product, backed by mass pro- 
duction methods an<l I .S. advertising, 
soon passed the sale of European im- 
ports. Karly advertising ran the 
gamut of the media awiilable in the 
first two decades of the century. 
Manufacturers profited by both the 
production mistakes and the ad\*ertis- 
ing successes of their competitors. At 
the close of W^orld War I. the auto 
iiulustry was big business, and so was 
its advertising. 



(jciieral .Motors and Von] were lead- 
ing newspaper ad\erlisers bv 1919. 
In the 1920V. when su( h refinfMnent> 
as the assembly line, four-u heel 
brakes, cl(^^ed ears, and safel\ glass 
made their appearance, the auto in- 
dustry lead(Ms (leneral Motors. I'ord, 
and (^hr)sler were producing mil- 
lions of ears and spen<ling inilli()n> in 
magazines, newspapers, outdoor ad- 
vertising. s]x*claeiilars, direct mail, and 
other media. 

It was in 1927. when network radio 
became a real factor in advertising 
plans, that the auto industry really 
came t(t broadcast ad\'(Mlising. In 
January of that year, Henry Ford, 
symbol of the auto induslry s rise, 
bought an hour-long show. Old f ash- 
ioned Dance Program^ that cost him 
SlO,000 in time charges for the two 
broad<\»sls that it ran experimentally 
on M>(], In .March, (»eneral Motors 
bought tli<^ first of the once-monthly 
Cadillac Concerts on the old Hluc Net- 
work of NF>C. In July. C/M aire<l a 
one-shot for Huick. Roxy and If is 
Gang:, on XBC. In September, (Chrys- 
ler got its feet wet with the Depend- 
able Hour Of Music on (T5S. In Ao- 
\ ember, GM was bark with bigger 
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4:30AM-up before dawn 
5:00 AM -on the oir 'til 9 
9:00 AM- meeting with 

visiting formers 
10:30 AM-shove and breakfast 
11:45 AM -on the oir Yil noon 
12:15 PM-on the air 'til 12:30 
12:45 PM-guest speaker at 

United Nations Club 
h30 PM-guest speaker at 

Youth Luncheon 
2:45 PM-50 miles to Shelby, N. C, 

for County Fair meeting 
4:30 PM-75 miles to Monroe, N. 

for Civic Club directors' meeting 
7:00 PM-guest speoker at banquet 
8:30 PM -emcee of 

Civic Club jamboree 
11:15 PM-25 miles back homo 
12:20 AM-to bed at lost 



Being king of radio personalities in the Carolinas 

is a full-time job, 20 hours a day. No time for fiddlin' 

around, as you can see by this log of a tyi)ical day* 

in the life of Grady Colo, WBT farm director. 

Makes it easy to understand jvhy Cole is king 

in the Carolinas ... all the time. On the air 

4lii hours each weekday, his average share of the 

Charlotte audience in all Hooperated i)eriods is a 

royal 59^ < -44* ; better than all comi)etition combined.^ 

And outside, in 94 other counties, Grady Cole 

has virtually no Charlotte comi)etition. If you'd like 

an audience with his majesty-and his majesty's 

tremendous audiences-Radio Sales will be 

glad to i)resent you. ^^^b™^ iMM 

Jvffrrson Sfattdard T W ■■V Droadeant tug (^nnpauij 



50,000 icattfi * (^harlot tr,X,C. * ncprrttrufcd laj I<<tdio Salt a 




A Head Start 
Counts! 



WMBD has a twenty year head start over 
the next oldest radio station in alt Peori- 
area. Thinlt what this means — 

• WMBD esfabitsbed fhe iisfening 
babifs of Peonarea, 

• WMBD has by far fhe iargesf or- 
ganizafion for programming, pro- 
mofion and merchandising in Peori- 
area. 

• Lafesf C. f. Hooper reporf re- 
veals fhaf WMBD has more iisfen- 
ers fhan fhe nexf f wo Peoriarea 
sfafions combined. 

That's why, when national advertisers thinit 
of the Peoriarea market they think of — 
and buy WMBD. 

• WMBD dominafes Peoriarea 



^Tw Fi-x See Free & Peters 




CBS Afftltato 
5000 Watts 



nnd hcltor ideas and the General Mo- 
tors Family Party that was to run 
through 1929. In the last days of 
1927, whew the industry was l>e<:in- 
ninpr to talk ahout the fact that radio 
could sell automobiles, Chrysler went 
i>n the air with two halfdiour music 
shows, l^auf^hn de Leath and Moon 
Mapic. That did it. In the next five 
y(*ars. n(\irly every major automaker 
(some of them, like (/raham-raige, 
I' ranklin, and Durant have disaj)- 
pcanMll w<M'c either in radio with 
heavy l)ud<^<Us. or had at least tested 
the tnediuni. 

The year that followed the auto in- 
dustry's first important usage of radio. 
192o. hroufihl another important les- 
son that was shelved under *Tulure" 
until the 19 Ws. Chevrolet began 
larf:e-s(»ale experiments with sight* 
aiid-sound *'minute nutvit^s" in subur- 
ban and rural nuuioii picture houses, 
and proved for the first time how eflee- 
live the spoken word and the visual 
image could be in auto selling. Al- 
th*»ugh anlt)tnakers. (Ford, Plymouth, 
at)d others! used *'minute movie'' ad- 
\*(»rtising. the full scope of what Chev- 
rolet prov(Ml In 192o is just begiiming 
U) be apparfMit in lele\ision. 

During the 19H()"s. auto advertising 
on the air gained real montentum. By 
the middle of tlu* decade, most of the 
auto manufacturers were beginning to 
break away from straight "eoiieerl 
music," and were begintiitrg \o produce 
<Mlhcr high-hndg(U musical extravagan- 
zas, such as Ford's Fred Waring Show 
and Ford Sunday Fvening Hour, or 
niass-appcal shows, like Chrysler's 
Major ll(nves (still the highest-rated 
commer(Mal network show of all time 
in radio!. The eni])liasis began to 
swirjg awa) (with the one exception 
of a good part of the Ford (Company's 
advertising for many years) from 
^iriclly itrsliluliotial <N>py to real air- 
selling lhat ])ro<luc<'d direct results. 

I>y [he middle of the 19.'U)*s loo. na- 
liotial schvlive programing was prov- 
irtg ilself. (^lunrolct's sponsorship in 
[9:^'> of a World Hroadeasting c.l. 
shi»w. Mn,siral Moments, on .H(K) sUi* 
liotis for \\\7> w<M»ks (largest scl*vli\c 
campaign of its <lay ! led the way in 
stressing ihe ihcmc of "your local 
d(\iler"' in anlo air advcrlising. 

During lh<* war \cars that followed 
ihe I9b)*s. tnuch (»f ihc airscllitrg for 
ihc anU) induslr\ was dropp(Ml. or wa^ 
I'hangcd to selling lhat was kA a purc*- 
l\ inslitulional natur<\ The asscndtly 
lines rolled out guns, planes, tanks, 
shells, anli-aircrafl jinns ncarlv S29,- 



iK)0,OUO,000 worth — during World 
War II. Once the war was o\er, the 
auto industry worked day and night 
to change o\er again to civilian pro- 
duction. The first new cars rolled off 
the lines . . . and the pent-up buying 
power of die public snapped them up 
so fast lhat advertising could do little 
more than tell people to wail. 

By 1916, Chevrolet had experiment- 
ed with a \aricty show. Roads To 
Romance, on a 3->tation TV network 
of AHC-DuMonl facilities. It was the 
first sponsored auto telecast (although 
auto shows were being televised for 
free as far back as 193[i). 

During 19 1^9, automakers w ill air 
TV shows that will make the modest 
Roatls To Romance look picayune. 
Some auto firms, like Ford and Huick, 
arc* now looking over, or have signed 
TV shows with budgets of S25,(K)0- 
S;i().(K)() a week. 

The auto industry is out to sell cars 
this )'ear . . . and broadcast adver- 
tising will play an increasingly im- 
portant part as ibe competition gets 
tougher. « « « 
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LOOKIT WHAT MR. HOOPER SAYS 
ABOUT WPAY. ELMIREY/ '* 




E 



iXCUSE US for getting excited, l>nt we just 
reeeived our Decern her- January Hooper — 
and it gives WDAY a 67.5% Share of Auilu 
ence (total rated periods) against for 
Station B, This is an increase of 3.7% over 
our Conlan-credited 63.8% of last May — de- 
spite the opening of 3 new' studios here dur- 
ing the year I Thus, WDAY now has five 
times as many Fargo-Moorhea<l listeners as 
any other station — tivice as many as all other 
stations comhined! 

WDAY's popularity thron^hont the rich 
Ke<l River Valley is just as iuipn'ssive. HMH 
figures^ uKiil-pull statistics, paid suhscrip- 
tiourt to our station newspaper — all prove 
amazing rural cov«irage, as well I 

Y«'s, urhau and rural, WDAY continues 
to he your best het in the wealthy Ked River 
Valley, And toothpicks or tractors, us hay- 
seeds in the Valley have the dough to huy 
<logg<me nearly anything we Wiuitl Ask us 
or F'ree & IVters for any proof you'd like 
to see! 



HERE ARE THE FIGGERS! 





WDAY 




"C" 


"D" 


WEEKDAY 
MORNINGS 


67.4 


16.6 


7.4 


4.6 


WEEKDAY 
AFTERNOONS 


70.2 


9.9 


1 1.6 


3.1 


EVENINGS 

(SUN. THRU SAT.) 


68.9 


13.5 


9.7 


5.9 




FARGO, N. D. 

NBC - 970 KIIOCYCIES 
5000 WATTS 



1% ^'J^l 



FREE&Fm.isG. 



14 MARCH 1949 



51 




IN EASTERN 
NORTH CAROLINA 
TOBACCO IS KING 



WGTM 

Covers This Rich 
Mariiet . . . with a 
King- Size Voice! 



Write or phone us or our 
National Representative 



*'THf VOICE or 

WILSONp N. C. 

5O0O Watta-Full-Tlmtt 

590 Kilocyvlet 
Sming 1,125^ Pvopit 

NATIONALLY REPRESENTED 
»r WEED AND COMPANV 



MUTUAL fcXCLUSIVE IN THIS AREA 




LA ROSA 

^ f Continued from page 27) 

Actually, La Rosa's lliinking is now 
in l(»rMis of a total market, rallirr than 
an Italian or American market. 

La Rosa's first radio attempt in tlie 
Kn^lisli-spcaking field canic in 1937. 
Tlie company's position in the Italian 
market had l)e(»ii established; the fi- 
nancial structure for expansion he- 
yoiid that market had hcen S(»cured 
hecause of it. La Rosa was ready 
for iK^w worhls to conquer— without 
fortjetting the old world that had 
iruulc it possible, and without lemov- 
iiijr its(»lf from the Italian-language 
radio scene. 

The eoiiipany bought 26 weeks on 
a Mutual split network of 22 stations 
in 1937, and repeat(»d the formula for 
the next two years. It presented a 
;seri(»s of operatic coiu^erts. featuring 
strong names such as Alfredo An- 
toiiini, Nino Martini, and Vivian 
Delia Cliiesa in a weekly 30-niiiiutc 
program. La Rosa knew the show 
lacked mass apptvil. hut it was de- 
signed to liav(» the Italian flavor its 
well-known singers and musicians 
gave it. and to associate La Rosa with 
the (*litc of the operatic world. The 
program didn't sell much spaghetti, 
but it introduced La Rosa to American 
radio in an impressive way. 

La Rosa's next step in Kiiglisli- 
speaking broadcasting was more to 
Xhv sales point, and did a great tleal 
to set the brand name in the minds of 
American housewives. During the 
war, the company used women's par- 
ticipating shows— among them, Mary | 
Margaret MacRride. 

It wasn't until last October, liow- 
ev(»r. that La Rosa achieved in Am(Ti- 
can radio something comparable to 
what it had been doing for so long 
in the Italian-language medium. A 
half-hour once-a-W(M;k program (^alled 
n oU\ivood Theatre of Stars was of- 
fered to tlu^ company as an evening 
show. La Rosa s agent^y. Kiesewcttcr. 
\\ etterau & liakc^r. suggested that the 
program be used, not a> just another 
c\ (Miing show that (*ouM easily get 
lost in tli<^ simfile, but as something \ 
unusual and big for daytime radio. 1 

The end result was a 30-niinute 
hve-tini<*s-a-week show, on S(nen blast- 
er n stations, produced, nic'd, and 
lrans<*ribc(l by (!. 1*. MaeC^^regor in 
llollvwood. The show is tabbed '*tlie 
gieal<*st dranratie program of daytime 
radio * — - with justification. I nlike 
(Please turn to page 72) 



XL 

IN THE 

Pacific 



Nortliwest 

Serving 3,035,8011 people 

• WASHtNGTON 

KIN 6 -Seattle 

KKLE-Ellenibiirs 

KXLY-SfMikone 

• OREGON 

KXL-Poftldiid 

« MONTANA 

KXIF-Burtai 
' KXLJ-Kelend 
K X L K - Gnat Falls 
KXLL-Mluouta 
KXLQ-Bo»mdn 

PtOit NmUmtst Iroidctslefs 

Wrilia Wdtker Tracy Moon 
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at local 
station cost 

See your station 
representative or write 





Oalure priigranis, inr 

' M3 W. 57th ST.. NEW tORK 1$, N. 




DAllAS \] 

20 NBC • 570 ABC 

TEXAS QUALITY NETWORK 

Radio S«rv)C« of th« DAllAS MORNING NEWS 
ordpf of fCC, WFAA ihofti 1im« on both frtqwfici^i 




% For these reasons, WFAA can offer you 
recordings of unsurpassed quality: Acousti- 
cally perfect studio design . . . perfectly 
matched electrical equipment — from micro- 
phone to cutting head . . . the best custom- 
built recording instruments available.,, 
a staff that knows the recording business. 
And the most precise man in the entire organ- 
ization is Mac Weldon Jeffus (left), one of the 
few recording engineers who is also a mem- 
ber of the Acoustical Society of America. 




REPRESENTED NATIONALLY BY EDWARD PETRY and COMPANY 




Fulton Lewis Jr. 

and His Electric Buzz-Saw 

Ur's ii liiindv ninn to Iwrvr aroirnd llic hoirx^ — and his 
radio voir** is iutuind luovo houses lhaii you can shake a 
niikc* al. WhrlhfM lic^ piilliii? a hurfair lojiclhor or 
liikinjr a hirrvain ral apart. Ire hils llie sawdust trail with 
(*\erMhiii<r lie's ^ol. \l home, he works with a ronipieie 
workshop. 111 the oihee his "lools'" irirhirle a trained 
iiew-*:atherin*: team of reporters and editors whose efforts 
eontriluile pieri>e haekjiroirnd data to ihe ni^htK Lewis 
hroadeast. 

(airreniK sponsored on stations. lire program is the 
ori*:inal new^ ''eo-op.'" Fidtorr Lewis, Jr. irilonLs loeal 
ad\erliM*r»- netwoik prestige at loeal time eost. with pro- 
rated talent eosl. 

>inee llieie inc more than TiOO MUS >tation>. there may 
he an opernn*: in \'oui eilv. If yon want a readx-rnade 
andienee for a client (or \oni>rdf ) . in\e*li*:ate now. 
(llierk voiir loeal Mutual ontlel or the ('n.operiiti\e 
rrtijiram Department, Mutual Broadcasting System/ 
J 110 l?r(tadwa\. \ K5 (or Trihnne Tower. ( diiea*:o II). 



40 West S2nd 



{Continued jrom [Hi^e 1} 

categoriofi of business with 11- separate 
jingles for each category). 

So again, I say 1 liked your article, 
but feel vou omitted an important 
"first." 

HiciiARi) H. Ullman 
Richard IL Ullman^ /«r. 
Buffalo^ iXew York 



SUGGESTED ARTICLE 

This business of writing "fan letters" 
is something that heretofore I have left 
to the radio audience, but now 1 do 
want to express my thanks for the 
many hours of reading pleasure and 
the numerous new ideas and facts that 
I I have learned from reading your 
I magazine. 1 might add that I am not 
' the only member of this organization 
who looks forward to "every other 
Monday.'" 

Since 1 ha\e deri\ed so nmch per- 
I sonal pleasure and helpfulness from 
your magazine, 1 have come to feel 
that it might he possible for nie to 
suggest an article in a forthcoming is- 
sue. Recently, this station started an 
audience-participation |)rogram with 
prizes, stunts, and etc. We would be 
greatly interested in learning what 
other stations ha\*e done in this respect. 
The other stations we could learn from 
should be small-market stations with 
limited personnel facing the same sit- 
uations we have faced. Since we are 
a daytime station, our llousrtnves 
llolulay is recordiul at lught at the 
N'iccar riiealre in Williarnston, near 
here, and tluMi played hack the next 
day. 

If )on can supply ns with any in- 
formation about such programs, as 
broadcast bv other stations, we would 
he grateful. If an iirtide is foithconi- 
ing, and you w*>uld like a complete 
storv. to use as you desiie. then we 
would be pleased to assist in any way 
possible. 

Don Piehck. Prog^rani Diroctor 

WRRF 

BRAND. NOT PRODUCT 

We notice in the Jamiar) 1919, 
issue of si»()\s()K on page 6/). \ou show 
under the beading 'MVoduet'* the word 
"\ aseline.'" 

(Please turn to paf^e fyf)} 
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KANGAROO ADVERTISERS"? 

NO SIR! 





Advertisers who want results 
/ 

. . . don't jump around 
/ 

from station to station 
/ 

in Cleveland. They stay 
on WHK . . . where they reach 
the largest audience at the 
lowest (network station) rates! 
Five local advertisers total 
over half a century of 
continuous program sponsorship 
on WHK. More proof that . . . 
WHK is the Retailers' Choice 
in Cleveland. 



THEY STAY 
ON 

WHK 

TAt ^owl H. ffsymtr C«., 
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One of the world's great thinkers left 
a very nice compliment for you — assum- 
ing you listen to WQXR/The man/* 
thought Plato the Thinker. "who has 
music in his soul is in love with the 
loveliest/* That's you — all of you — in 
the 550.000 families whose souls arc 
replenished regularly with the good 
music of WQXR. And because you love 
the loveliest, voure a wonderful audience 
— in the world's wealthiest market — for 
advertisers with lovely things to Sell. 
You're interested. alcrt» responsive. 
You're why an advertiser, right now, if 
he d make the platonic friendships that 
lead to profits, is reaching for his tele* 
phone. Our number is Circle 5-5566. 




4H West 52nd 



{Continued frum page 51- J 

This is iiicorrccl because "Vaseline'* 
is not a product, hut is our registered 
trade mark which \vc have used ex- 
clusively for more than 70 years to 
disliii<2;uish products of our manufac- 
ture such as petroleum jelly (j)elr(da- 
luiii), hair tonic, lij)slick, pomade, 
etc., from the proiiiicls of all other 
manufacturers. Therefore, you can 
readily see that the use of ''Vaseline'' 
as the name of a j)roducl is not cor- 
rect. 

Consequently, the correct Way to re- 
fer to products of our manufacture 
would he to say "Vaseline" brand 
|>roducls. 

F. J. McGliOARTHV, Secretary 
Chesebrough Manujactnrin^ Co. 
iXew York 



HANDY GUIDE 

Am sending out about CO letters to 
agencies through the use of your TV 
Coniparagraph ( 14 Fel)ruary) which 
is, incidentally, a handy reference and 
guide — and must be a somewhat prodi- 



I gious undertaking. 



V^KKN Hansen 
U'MT 

Cedar Rapids, la. 



AND WQXR-FM 
RADtQ STATIONS OF THE NEW YORK TIMES 



EXCELLENT JOB 

Thank you for the most excellent 
story on Sj>eide]. api)earing in your 
current issue. 

I think you did an excellent job 
considering how little lime we had 
together and lu)W little data we were 
able to olTer yon. 

IIaIKIU) a. KOSKNQIIST 

Advertising Manager 
Speidcl Corp, 
Providence^ /v. /. 



REPERCUSSIONS? 

1 thi))k the WWW story was well 
handled and roiistnieliv(*. 

1 also think your editorial should 
have gt)o(l rej>creiissioiJs. \W all hoj)c 
that Stiid\ will piove to be a 

iiianif(St imj)ro\ einenl, and that a very 
lai'g<' j>ro|><>rlii)n of stations and nseis 
will be thoruughlv satisfied this lime! 

K. r. II. J\Mi:s 
/ ice Presiilent 

Miis. V. r. 



The Biggest Year 

in its 26- Year History 

... in 1948 carried fhe greafesf 
volume of advertising ever 
broadcast by a Syracuse sta- 
tion — 

• FIRST hi Network 

• FIRST /w Natwtml Spot 
m FIRST in Local 

• FIRST hi Total Advertising 

m Fl RST in Popularity with 
Syracuse and Central New 
York Listeners 

• FIRST in Merchandising & 

Promotion 

• FIRST in Coverage Area 

griW 370 kc— 3000 watts 
lieadley'Reedj National Represetitatives 
NBC AFFILIATE IN CENTRAL NEW YORK 



AIV2 

BILLION 

DOLLAR MARKET 

spread over two states 



Take our BMB Audience Cover* 
age Map, match it with the 
latest Sales Management **buying 
power*' figures* and you'll see 
that KWFT reaches a billion and 
a half dollar market that spreads 
over two great states. A letter 
to us or our "reps" will bring 
you ail the facts, as well as cur- 
rent availabilities. Write today. 




\ 



THE TEXAS-OKLAHOMA STATION 

Wichita FAlIt— 5,000 WatU~620 KC— CBS 
Represented by Paul H. Raymer 
Co., and KWFT, 801 Tower 
Petroleum Blda-^ Dallas 
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y^Tr^'^ in the morning (8 12 a m) 
the afternoon (12 6 p m) 
and in total rated periods 




♦December- January Hooper Ratings. 



This business of leading the pack is getting to be a habit at WFBR. 

And we're leading not only on the Hoopers, either. WeVe way out in front in 
audience interest — audience loyalty, too! 

Witness: recently one of our M,C.*s mentioned that he had some studio tickets 
available. He mentioned it Just once — and Uncle Sam*s harassed mailmen 
brought requests for 113,952 tickets. 

Add it up: all our firsts — audience loyalty — constant newspaper and car card 
advertising — a house organ, modern, handsome studios — and 100,000 people 
that see a broadcast in those studios every year — and your total has to be: 



AM 



WFBR 



FM 



THE BALTIMORE 



STATION WITH iOOfiOO PLUS 



IN BALTIMORE, MD. 
BLAIR & COMPANY 



these uital auestinns 



8 



10 
11 




^ Has fhe NAB done anything about a realisfic rate sfrucfure? 



I Has NAB presidenf Jusfin Miller done a good job 

I. during 1948-1949? 



Should fhe NAB be reorganized? 



How well has fhe NAB handled fhe Broadcasf 
Measuremenf Bureau? 



Has fhe NAB sold fhe effectiveness of broadcast advert/s/ng? 



How do sponsors pnd agencies regard fhe NAB Code and 
ifs enforcemenf? 



Whaf kind of a job has Broadcasf Music, Inc. done during 
fhe pasf year? 



Has fhe affifude of fhe NAB fowards TV been 
constructive? 



Has fhe NAB helped adverfisers in fhcir radio labor relafions? 



I Has fhe NAB improved fhe public relafions of 
|« broadcasting? 

Whaf do sponsors and agencies fhink abouf fhe NAB's 
« confribufions to programing? 



anstuered . . . 

by sponsor and adverfising agency executives 
in the 

1949 nne 

EUHLUnTIOn 

issue 

OUT II nPRIL 

• complete convention distribution 

• regular mailing 

• regular rates 

• a complete lineup of AM and TV developments, 
tools, facts, and figures 

sponsoR 

for buyers of broadcast adverfising 
40 Wesf 52 Sfreef. New York 79 




eaeh ilominatoM its tim€» period on thv air • • • 




Whv tliey call it lerlesdaf " 

lliiw wliy 21 TV pm^'rjiiii 2l4*ll^ov4^^ 21 plK^iKiiiiciijil rjiiiii;^ 



Vicuing lial>its are not 
^■By^i listening hahits — -at least, 

not at tiiis stage in tele- 
vision's flevclopmcnt. When there's a 
\vcll-|)iil)Iici/e<I sho\v^ being tcleeast. the 
great mass of TV set owners tune to 
tlie ehannel carrying llie spotlighted 
event. The video audience cU>cs not 
slay put. Il shifts from chainiel to 
channel to view the sjx'cific j)r«>grams 
il <lesircs. A study of hoth the T\ 
!*ulse rejjorts in New York an<l the 
New York 1 \' Hooperatings reveals the 
same patlern (nol neecssaiily the same 
ratinjrs, since the homes covered hy 
Dr. U(»slow"s l*nlse and C. C Hooper's 
TV telephone calls arc not the samej. 

Outstanding example of mass view- 
ing is Herlesday tuning when ronsi>t- 
eiitl) over 7S% of tlie m(*troi)olis' 
video-e(]ui])pcd homes l(»(»k at Texaco 
Siar Theater to see TV's nund>er one 
eomie, Milton Herle. lomp llirough a 
numher of the world's greatest vaude- 
ville acts. On a ty]>ical niglil, Tnesda\ 
8-0 p.m., o I'ebruary, with I>erl<* ill. 
76/)^; of Xew York's TV iionu's u ith 
telephones \'ie\ved the Texaco Star 
Theater. The entire T\' audience at 



til at h<»ur was tU).?*^? of the telt-visiou- 
teie])houe homes, leaving just 4.1^ of 
the homes to view ])rograms scanned 
hy four other New York stations. 
Thus lierles program iiad 9 1.9^ of 
the available audience. 

Wliile l>erle's is the outstanding ex- 
ample of a dominant program in the 
vibual medium, it's not the exception. 
Kather, il aec<'ntuatcs the patt<Mn. On 
Sunday nights, with one *)f the htst 
dramatic programs broadcast either in 
radio or tele\ Ision fPhiIro TV Play- 
house) against it. Toast of the Town 
on l.i February attracted ^{^.O'^T *)f the 
I loopcr -covered TV homes. The total 
homes with TV sets-in-use were 71.6 
for the period. 9-10 )).m. The Philco 
Theater attracted just 15.2 of the 
homes, rlcspite the fact that it's <me 
of tlu* nu>st (»x])ensivc programs on the 
visual air. I'^ven a toi)llighl sports 
ev(»nt. hockey with the \ew Yoi k 
Uangers fighting the Toronto Ma))h' 
Leafs, drew only 4.i/'J of the lele\i- 
sion-telcpbonc homes. Aiul hockey is a 
big attraction in New York. 

Arthur r»odfr<'y is an outstanding 
television? attract ion. \\ ben \IU . 



mo\c(l the Chevrolet Theater to com- 
pete with the Monday Godfrey Talent 
Scouts, it lost nearly half of the audi- 
ence which it had the previous rated 
telecast. Stacked against Talent Scouts, 
it rated 12.3. With normal competi- 
tion, a half-hour earlier, it had a 23.2. 

Did the Godfrey audience slay with 
the Godfrey network following his 
talent scouting? It <li<l not. NliC in- 
herited over onclhird of Godfrey's 
viewers, and its Colgate Theater rated 
30.2. This was lops for Colgate. The 
viewing audience shifted because CHS 
was telecasting the Westminster Dog 
Show, and because Colgate is bnihling 
an audience. 

On Tuesday, Berlesda). bis audience 
doesn't stay with NIU', following bis 
airing. On a typical night CHS. which 
had a I.I for a j)rograni called Cross 
Questions, jumped, following Ucrle. to 
32.2 for ire. the People, NHC held 
only 21.2 of the 76.6 who viewed Hcrlc, 

On Wednesday, with Godfrey's 
Trientis lelceast. CHS rated (9 Fehru 
ary ) *16.6. The following program 
Kohh^s Korner, garnered only 13.9 
The audience shifted to Kraft TV 
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[o/ of audience viewed Arthur Godfrey's "Talent Scouts" (WCBC- 
TV). Same hour (14 February) Chevrolet reached 15.9% 



0/ of audience saw Admiral's "Broadway Revue" on Friday, 
I I February at 8=00 p.m. Top competition reached 3. 3 To 



Theater. The N\IC program preceding 
Kraft had a 2.9. Kraft had 29.7. When 
Godfrey openf^d his friends show (12 
January), sponsored by Chesterfiekl, 
he had a 60 rating. Kraft that night 
had a 42.4. T\ audiences know what 
they want. They don't stay put on a 
network, and even block programing 
doesn't hohl \icwers against comj)eti- 
tion. 

How audiences move from network 
to network is evidenced on Thursday 
evening (Hooper's 10 February re- 
port). NBC had 32.1 for Chiett Pea- 
body's Arrow SlwuK and lost half of 
that audience to Chevrolet's IV inner 
Take All on CHS. Prior to Winner, 
CHS had a 5.4 rating; with the Chewy 
program it had 2.S.7- CHS didn't hold 
its 25.7, for a third of that audience 
moved back to NHC for The Gulf 
Shotv, Publicity and conversation in- 
creased NHC's Gulf audience for 
Higelow-Sanford, which hit 28.6 on 
the evening being used for this case 
study. 

Admiral's Broadway Revue on 
WAHD-WNBT drew 50.6, but the 
audience didn't stay with the respec- 
tive stations, shifting in a major wav 
to WJZ-TV for Hristol-Myers' Break 
the Bank which attracted a 34.7 rat- 
ing, despite tlie fact that the station's 
previous attraction rated only 2.1 . 
After viewing Break the Bank, a solid 
block of the audience returned to Nf^C 
for American Tobacco's Your Show 
Time. The Friday evening figures 
cover 11 February. 

One amazing phenomenon, which 
years ago would have been believed 
impossible, is an audience tuning to a 
5t:.lion that comes on the air for just a 
(Please turn to pa^e 69) 



ihei/ 0*ompviv . . . hnti vhwM ihe raiinffs 




67.0% of audience viewed "Toast of the Town" 13 February. Program putts top audience 



2 1 .2% of audience tuned Philco's "Cyrano" in competition with "Toast". Talent costs $ I 5.000 





it takes all kinds 



PiHipli- love vai ieiN shows . . . Uc^l of all 



ihex \o\c TWE TFA ACO STAK Tlllv\TKh: 



Bui thai t^liininjx liour is jnsi one lv|><» ol' 
projrrain. In drama, spoils, iumvs. (oriini, 
ju\enil(* and ii(»arlv r\rv\ oIImm* calcirorv llial 
conit^s lo uiind, yoifll find lliat WIC has ihr 
to|)-raliMl show, soon hy lh(» hig^(\s! inuWcnrc, 



Yoit ll find them all on the /xifj^r 
Jifllofrinf tliv annjutnif^nijili. 



the leading shows 

in network television 



Each in ils class, {hoc arc ihc lop rc*^ularl\ sclicdnhMl 
protrranis acconlinj: to latest available lloopcralings: 

l aricty Texaco Ir-'tar J licatre \UC 

Dnntta Kraft Television 'llicalrc Mid 

Sports (wllette Fi<ilUs MUJ 

News Canx^l News MU] 

FotNttt Antli<M* Meets 'I lie (Critics — (Icneral IuhuIs , \ 1)C 

Art \on An* An Vrlisi MUl 

hciitnrc Film . . Iaiclv\ Strike's Yonr Show Time i\l>C 

Juvenile Howdy Doody — Mason — Uni(|ue NHC 

N<K 1 ill |M'<>4;i*;|iii^ . . . 

N<K I ill a<lvei*lisers . . . 

No. I ill s|M>iison'<l hours • • • 

Arnnim's No. I iXctinyr/: 

NBC Television 

A Srrvire of Radio Corporation of America 



tv trends 



Based upon the number of programs and an- 
nouncements ploced by sponsor* on TV sla* 
lions and indexed by Rorobough Repor) on 
Television Adverlising. Business ploced for 
monlh of July 1948 ts used for eoch bose 



"TOTAL" AND TEN-CITY TRENDS 



Only in llie nelwork calegory lias lnI^ine^s juiiipLHl in sroNSOuV 
coiiliol panol of 10 cilies. In nalional seleclive and local retail TV bus- 
iness lias regained most of llie January decline willi placement approach- 
ing llie Decendjer level in (»acli ealegory. The network control panef 
jumped from 140.1 in January to J82.9 in Fehruary. Network business 
in all areas with TV .stations jumj^ed fantastically from 300.2 in January 
to 505.8 in Telnuary. liu reasc> in selective with 54 cities reporting was 
not as sptTtacular from 237.2 in January to 280.5 in February. Local 
retail did a few hand springs, jumping from 283.0 in January to 348.8 
in February. ()v(M'-all index is based upon 50 nctwtuk stations, 54 sta- 
tions with nati(Hial scdectivc business and 53 with loial retail. TV isn't 
moving as fast a- it has in the past but it's moving. 

BREAKDOWN OF TV BY BUSINESS CATEGORIFS 
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(Continued from page 61) 

half-hour program. This was the case 
(it isn't any h)nger) of llowdy Doody, 
which without help of any other pro- 
gram on its station (WNHT), or aiu 
high audience programs on any other 
station, still rated 28.o (week of 8 
Fehruary). The set5-in-nsc figures 
jumped (»n the week used for this re- 
port from 22.3 for 3:30-4:00 p.m. to 
46.5 for the Howdy Doody period. 
With WNBT now programing a full 
afternoon's schedule, the ratings may 
change, hut llowdy proved that TV 
sets are turned on when a program is 
desired, regardless of the stati(*n heiiig 
ofT the air previous to its broadcast. 

The only thing that holds a TV 
audience is a program that it wants to 
see. Sets are turned ofT when viewers 
don't find top-drawer eye-and-ear en- 
tertainment. The first rating for The 
Goldbergs was 57.9. which was 83% 
of the total audience viewing television 
at that hour (Monday, 14 Fehruary, 
8-8:30 p.m,). 

TV is not just an added attraction 
in a home. It dominates, for as long as 
two years after a set is purchased, the 
living habits of a great majority of set 
owners. When Melvin A. Goldberg, a 
student of Dr. Leo Srole of Bureau of 
Applied Social Research of Columbia 
University, recently did a pilot study 
on TV it included a section on living 
habits. Sixty-five percent reported 
they spent more time at home after 
purchasing a TV receiver. Sixty-one 
j)ercent reported they had more guests 
at home after their purchase. The 
longer a person is a set-owner the less 
guests he has, but not to the degree 
expected- His guests and his visiting 
are selective. The more friends that 
have sets, the less the visiting, but also 
it is noted that TV set -owners tend 
most to visit homes of friends with 
TV sets. 

Sports are still (as indicated in the 
Goldberg - Srole • Columbia U. pilot 
study) the number one reason for hav- 
ing guests for viewing. Eighty-three 
percent indicate that they frequently 
invite* the gang to view sporting events. 
Only 14% indicate that they did the 
same when special events and all-star 
telecasts were scheduled. Movies 
caused only 13^ to become hosts, 
while plays and special events rate 
10% each as reasons for house clean- 
ing. 

Since TV came into the homes of 
the G S-C.U. panel 4KJ report that 
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THE MAN FROM SCOTLAND YARD 



A new television mystery series on film. Al- 
though each film is complete in itself 'THE 
MAN FROM SCOTLAND YARD" is designed 
to hold and build an audience week after 
week. Available on a national or local basis. 
Wire for screening prints. 



Our experience in working with 
advertisers and agencies and in 
serving 95yo of all television sta- 
tions daily is now available to you. 

Our library of over 100 subjects 
ranging fronn cartoons to full 
length features can be applied to 
your specific progrann needs. 
Write for catalog. 



Now in production "Adventure 
Albunn," a new television series, 
based on adventure stories fronn 
the Black Ennperor of Haiti, to 
the nnysteries of the tonnbs of 
Ranneses II and Tutkenhannen , 
featuring the welUknown explorer 
Tonn Terriss. Screening prints 
available. 



FILM EQUITIES I CORP. 



SERVING TELEVISION 



1600 BROADWAY, NEW YORK 19. N. Y. - CI. 7-5850.1.2-3 



14 MARCH 1949 
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Baltimore 
Television 

means 
WMAR-TY 



\s www L\M)*S 
pioiiooi I (»1<»\ ision stiilioii, 
\VM \U-'r\ fousistcnll) ciiV' 
<»rs e'ln nr<»a from \\ ;isliiii^loii 
to \\ ilniiii^lcm. (I )(»!.), aiul 
fi'din IVmius) I\ ania I o I lie 
r*(»U>ninc. 

riio jXMMlrss |)i'(»[»a;LiarK m of 
ijlrniiiiol Two carries piojri'ains 
iV(»m I'WO ina jor net woiks, 
via tlu* t<*l»*v ision station of I Ik* 
Su t i pa ftrrs of n 1 1 i 1 1 1 o ro lo 
lr.l<»vi<'\v*»rs in the ( lli<*sn|icako 
l»asin art\i. \\ \1 \H-'r\ s own 
•(•ovora*;** (»f political cam- 
pa i*;ns, sports and s[>(M-ial 
vv(^nts — divic. [)at riol ic, and 
cnltnral — is nnccpiahvl in this 
rich, fii'odiict i\ c ai tM. 

Represented by 

THE KATZ AGENCY 

INCORPORATED 

ATLANTA • CHICAGO ■ DALLAS 
DETROIT ■ KANSAS CrTY ■ LOS ANGELES 
NEW YORK ■ SAN FRANCrSCO 



liou.-chold rxpcns-rs have incira?ed. 
Kiglil percent report that I heir e\- 
prns(»? liave doereased. Their reasons 
were: "Go lo nio\ ies le&s "less cost 
for enlertaiinneni and food,'* and *Vost 
of eleclricily went down" (ihey no 
douhl view in ihe dark). Wliile '*h»s- 
cash for enlertaiinneni and food'' ex- 
plains the eight percent who reported 
decreased expenses. 16'? leported the 
same factors inerea>ed their living 
costs since the> installed a T\^ rceei\-cr. 

\atnrall\ there are \ie\\*iiig <lilTer- 
ences in TV families. The <)ilTercnces 
are generally het\ve<*n children and 
adults ( 16'-? of the lime), men antl 
\\«mien ilO't of the time), children 
among themselves (4'? of the time), 
and geniM'al free-for-alls (6'* of lime). 

Mi>sl surveys ln<Iicale that ra<lio 
hroadcasting isn't doing a good pro- 
nn>tional job among IV set-owners 
despite the fact that a eonsiderahle 
numher of 'W eondDinations are 
e(juipp<Ml for radio and record pla\ ing. 
Comhined figures from thr ee inde- 
pendent surveys indicate that iu T\ 
homes the av<'rage radio set>-iu-use i> 
less than 3' r . Ouestioned as to wh) 
they didn't turn to their raillo receivers 
when TV didn't hohl their attention, 
the almost universal rejiorl \va>. 'Sve 
just didn't think of it.'' It isn't hc- 
causc 'I V homes wonhhi't li^t(MI wluai 
not \iewiiig. hut just that the hig 
]>r<d»lem is the fact that ne\vspa]>eis, 
maga/im^s, and word-of-mouth all 
forns a great piMcenlage of tluMr alteu- 
lion on the new medium. Kadio ])nl»- 
licil) m(»u fmd they not oidy have the 
natural lesistancc of tin? printed media 
to radio but a ]>ro-rV attitude on the 
part of editors that makes their joh 
even tougher. The cond»ined space 
given to both TV and radio is more 
than radio rc<-eivcd hy itself, hnt it's 
far from double. 

TV liom<*s have more newspapers 
than they 've had for some time. That's 
because 1 V*s fcatnrf* ai>proach lo news 
whets the apj>etite for further inb»nna- 
timi. In the past few years nuMC and 
more peojde hav(* luru<»d lo nt^wspapers 
and away from radio for their news. 
As reported by the Naliimal Opiidon 
Uesearch Center ami ])nMished b) 
l*renlicc-llalb Inc., last vcar, the c<m- 
smnci- ]>ancl sinvcvcd b\ '\01{C rr- 
ported lhal iu 1913 ^r>' t turuc<l to 
n(n\ spapers for news, w hiic 61' ; 
turned In radin. In 191" a like sample 
indicated that \\V i c\\u\'ici\ their 
news from ncws]Kip(M's and mdy I I' J 
limed newscasts. Paul Lazarsfeld of 
ff*lrusr turn to piv^o 72) 
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TV 



Kii>l Slalioiis of Viri^iiiia 



COSTUMES for 
TELEVISION! 




NOW - Rent COSTUMES 

. . . for your Television Showsf 
. . . Technicolly Correcl! 
. . over 100,000 in stock! 



from Broadway's Famous Cosfumer. 



The some speedy service enjoyed 
by NBC ABC, CBS-TV, WABD, 
WPIX ond Mojor Broodwoy Pro- 
ductions! 

If outside NYC, wire or 
airmoll your require- 
menis; 24-hour service 
when desired! 




EAVES ^ 

COSTUME COMPANY 

Eovtt Building 
1S1 WIST 44lh*ST. • NIW YORK If. 
fifebfitfitd 1170 



N. Y. J 
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a SPOJVSOn monihiy iabuiation 



dniti^sts aiiiil Offers; 
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PRODUCT PROGRAM TIME < 



AMERICAN MEAT 
INSTITUTE 



ARMOUR & CO 
B. T. BABBriT CO 



CONTIWENTAt 
BAKING CO 



E. I. OUPONT CO 



FROHSIN CO 



GENERAL FOODS 



HElROriS 

WATCH CO 



PHARMACEUTICAL 
CO 



LEVER BROS 



MARS. INC 
PILLSBURY MfLLS 



PROCTER & 
GAMBLE 



PRUHEWTIAL 

INSURANCE CO 



ROYAL FURRIERS 



Meat. 
Chiffon 
Flakes* 

Hal)-0 

IIOStCHS 

Cui) Cakes 
Wonder 
Hread 
Cavalcade 
of America 



Fre<i \VarluK 

Mint Hunt 
David Harum 

Gram) Slam 



Thursday Booklet: Six New Ideas for 
10-10:30 am the Thrifly Use of Meat. 



MTWTF 
4-l:2.'> pni 

MTWTF 
3-3:15 pm 



I Miseella tieous iiit-rcha nd ise 
|i pri/.es 

8 jrreelinff cards, i»Iur birth- 
day, anniversary cards 



MTWTF M i see It a neons merchan<lise 
ll:30-ll:45ain prizes 



Monday 
8-8:30 pm 



Transformajiic booklet. 



I>epartment Frohsin's Qui? Sunday \''ariou8 merchandise prizes 
Store Theatre 1:30-2 pm from store 



Maxwell 
Ilou'se Coffee 
& Instant 

Coffee- 
Watches 



Listerine 
Toothpaste, 
A ntiseptic. 
Pro-Phy- 
Lac-Tic 
tooth hrii'sh. 
Jewel ite 
Brush & 
Comb Set 



Wendy 
Warroa 



Quick As A 
Flash 



Kverybtxly's 
Hour 



MTWTF 
12-12:15 pm 



Sund.ay 
5:30-6 pm 



Tuesday 
8-9 pm 



4 silverplated initialed tea- 
spoons 

First prize: Kaiser automobile, 
trip to N. V. for two. all ex- 
Iieiises. 100 other cash prizes. 



Contestants Ret packages con- 
taining; toothpaste, antiseptic, 
tooth i)ru«h. Jeweiile set to 
winner, along with $10. 



Send 5c' to .sponsor. C hicUKf 

Wrfte favorite household hint, isend 
with Chiffon hoxtop to pronriim. Chi- 
catro 

Send 25^ and the word Uab-C) from 
jrreen label to nrotrram. New Haven 



Submit 5 questions based on music. 



Seud 10(? to sponsor. Wilminjrtou, l>t*l. 

Contestants selected from audience, 
answer ' questions. If 3 <iue tions 
answered eorn-ctly. receive merehan- 
disc prize. If 5 e'^prect, receive ch*ince 
name *'Mystery Voice" for additional 
prize. 

Sent! label from jar of Instant Max- 
well Hon e Coffee and r>OC to Instant 
Maxwell House, I>ept. K, Battle 

Cr et-k, Mirh. 
Get entry blank at jewelers. Send 
letter of 25 words or less to sponsor, 
N, Y.. why you'd like to own one of 

th-se watches. 



Amateur contest with winner chosen 
for showman hip :ind ability. 



Swan. Lux, 

Li febuoy, 
Hinso, Spry, 
Silver Dust 



Three 

Mu^'keteers^ 
Pillsbury 
products 



Dreft 



Amos *n Andy 
Bolt Hope 
Big Town 

Aunt Jenny 

Lux Kadio 
Theater 

Dr. l.Q. Jr. 

Grand Central 
Station 

Beulah 



Ivory Soap Big Sister 



Sunday 
7 : 30-8 pm 
Tues<lay 
9-9:30 pm 
Tuesday 
10-10:30 pm 
MTWTF 
12:15-12:30 pm 
Mtmday 
9-10:00 pm 
Saturday 
5:30-6 pm 
Saturday 
12:30-1 pm 
MTWTF 
"-7 : 15 pm 

MTWTF 
1-1:15 pm 



ROYS DRUG 
STORE 



SHOTWEII MANU- 
FACTURING CO 



U. S. TOBACCO CO 



YAGER SEED & 
NURSERY CO 



Oxydcl 
I) reft 

Oxydol 

Insurance 



Furs, Fur, 
Cloth 
Coats, 
Dresses 

Toni 
products, 
Zi]ipo 
lighters 

Puritan 
Marsh- 
mallow 

Model, Dill's 
iJest, Tweed 
tobaccos 



Hybrid 
Seed Corn 



D , . MTWTF 
Ma Perkins 3:15.3.30 pm 

Brighter Day ,0:75-lTarn 



Total $50,000 '"Tour Th* 
World" prizes. First prize: 
Cruise around world for two, 
AM expenses, plus poeket 
money, clothes allowance, or 
$]0,000 caph. Second prizes: 
15 trips to Europe, plus pocket 
money, baggage, or $2,500 
cash. Third prizes: Four hun- 
dred $10 hills 

$50 for each tongue-twister 
used. _ _ _ _ 
3-piece Rogers Silver Plate 
set 

Compact 

Coupon worth 15c toward pur- 
chase of Duz, Ivory Snow 



12 gladioli bulbs. 



Ma Perkins 



1 packages of flower seeds 



MTWTF 
1:15-1:30 pm 

Jack Herch MTWTF ... , * - ,. »; „„„„ 

Show 11:30-11: 15am, Vest-pocket-sn^e dictionary. 



I'eople Know 
Everything 



Roys Gift 
Shower 



M WF 
7-7:15 pni 



MTWTF 
1:30-1 : 15 pm 



Ca.h, fur coat, cloth coat, cor- 
sages, theatre passes, Toni 
Homo Permanent kits, phono- 
graph records. 

Wheel &>i>iiis in<licate iihone 
number of winner, who is 
mailed post card to go to Hoys 
to iC'Ceive prizes. 



True or False 



Saturday 
5:30-6 pm 



10 



Sunbeam M i x ni a s t e r s 
awarded each week 



Complete 25-wOi-d i^entence: "I like 
large cr b.ath size (product name 
here) because ..." Send to contest. 
New York 



Submit tongue-twister of 6 words or 

less to program. Chicago. 
Send Pillsbury Product coui)On to 

sponsor, Minneapolis 
Send cardboard liner mside Sha*-ta 

cap and 50(^ to Shasta. Cinncinnati 
No requirement , coupon obtainable 
at dealer, redeemable by mail to 
sponsor. Cincinnati 

Send either Oxydol or Dreft bo^ctop 
and 25<' to program, Cincinnati 



NIU 
(US 
CBS 
CBS 
NBC 



WRFS 
Alexander 
City. Ala. 



Send Oxydol boxtop and 10(f to Ma 
Perkins See<l Offer, Cincinnati. 

Free on request to program, Newark 

<1) Listetiers asked questions. Correct 
answers get cash awar<ls. Senders of 
questions share in jackpot. (2) 
Awards for best letters on good neigh- 
bors. At end of 13 \\i'eks best letter 
gets fur coat. 



CHS 



MBS 



KCMB 
Honolulu. 
T.H 



CHS 
NHC 
NBC 

Cits 

CHS 
NBC 
CHS 
CBS 

CBS 

NBC 
NBC 

CBS 

NBC 



W KNK 
Keene, 
N. H. 



Card must be brought to Roys Drug r^\\^}P, 
Store within 3 days of postmark, Miss 



Take a 
Number 



Melody 
Roundup 
Time 



$5 foi' questions use<l: contents 
of jackpot if missed. $50 for 
correctly - a ns\vered jackpot 
questions 

First prize: 1949 Ford. Other 
prizes: Pbilco Refrigerator or 
Home Freezer, Philco Console, 
12:30-12:45 pm portable radios, 21-jewel Bul- 
ova watches. Sunbeam Mix- 
masters 



Saturday 
5-5:30 pm 



TuFSu 



pnstn 

Write 2-line jingle beginning with the 
words Puritan Marshmallow. Send 
with label of product to sponsor, Chi- 
cago 

Listeners seud quiz and jackpot ques- 
tions to program, N, Y. 



Complete 25-word senlenee: "1 plant 
S'ager's Improve<l Hybrid Seed Corn 
and Farm Seeds because . . ." Kntry 
blank given with each bushel of Hy- 
brid Seed Corn. 



M US 



Kt)RN 
Fremont 
Neb 
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Hooper * 
Says: 



WSJS 
STAYS 
ON TOP! 



• Morning 

• Afternoon 

• Evening 

^Hooper Station Listening Index 
Winston-Satem, N. C. 
December, 1948 



No. 1 MARKET 

IN the" 
SOUTH'S No. 1 STATE 



WIWSTON-SALEM 
GREENSBORO 
HIGH POINT 



.WSJS 

^ WINSTON-SALEM (J^ 

THE JOURNAL-SENTINEL STATIONS 



NBC . 

AFFIUATK^ 
ll«»r«»«iit#4 
HEADLEY-REED COMPANY 



Columbia I n\\ er&il) . a\ lio with Pal 
Kt^iulali coininmlod on the NORC sur- 
vey, pxplaincfl the deoreated :^cl -owner 
i merest in news bv the fact the war had 
ended. Xo attempt was made to find 
out liow many of the panel had TV 
sets. Surveys in TV homes indicate 
thai the NOKC trend reports are in- 

j tensified hy the visual medium. 

' The big job is to reopen the think- 
ing of rV set-owners to the fact that 
radio is still doing an outstanding 
news re|>orting job that it's there. 

, ready to be turned on. 

I Wlien there's nothing on the visual 
I air. TV set -owners go to bed. That's 
! not 100% true among the younger 
i generation, but with matured adults the 
very casual cross phig, "for radio 

entertainment turn to as a TV 

station leaves the air is generally in- 
a(le(iuate to keep them awake. A bet- 

, ter integration between the promotion 

I by video of radio and of radio by TV 
has been recontmcndcd by many major 

I advertising and agency executives as 
well as station men. Since a small per- 
centage of TV stations are independ- 
ently owned, integrated radio-TV pro- 
motion can be planned — although 
there's no outsanding ease (hat'^ re- 
j)(>rtablc at present. 

TV ^'lewing is beyond imagination 
for top suc(»csses. It isn't so hot for 
the programs iba( "also ran.'' It has 
all tlir elements of showhusinrss. Like 
a sensational picture that "everv one" 
wants to see, a Broadway hit that is 
"must" soring, and a new novel that 
"everyone^ talking about." television 
audiences want to folh>\v the crowd. 
TV hasn't arrived at tlie point whrie 
viewers aie interested in "di.*^covering'' 
programs. Set-owners want to be abb 
to discuss what Kerle di«l la^t night. 
If you don't s< e Texaco on Tuesdavs. 
keej) (juiel on Wednesdays- — (^verybodv 
will tell you what Herles latest gag 
was about. In New York \on doiTl 
«'ven n(*ed a fri(Mid with a tel<;vision re- 
ctMver — just (ravel to woik on the sul>- 
wav. Wednf^sdavs. « « * 



LA ROSA 

((^Oftfinnrd from pagr 52) 

soap operas, it ]»r(^S(*nts a complete 
iliama iM'cry day, with a (lilTer<'nt nu)- 
tioM picture jxTsonalily b^aluK^l in 
each script. The impaei of a *la)time 
slniw with nighttime (piality has paid 
off. La Hosa feels, as no (piarter-lionr 
cliiT-luinger eonid lia\e. 

JloUyuontl Tlioaitr of Stars is i\ 



BMI 



SIMPLE ARITHMETIC 

IN 

MUSIC LICENSING 

BMI LICENSEES 

Networks 25 

AM 1,919 

F M 405 

TV 42 

Short-Wave ... 4 

Canada 150 

TOTAL BMI 

LICENSEES . . 2,545* 

M 

You are assured of 
complete coverage 
when you program 
BMI-licensed music 

♦As of March 3, 7 949 



An excerpt from a letter to Cleveland's 
Chief Station 




BILL O'NEIL, PrtsiVenr 



W J w 

ABCM^fw*Hk CIIVIIAND *ooow«m 

RCPRCSCNTCD NATIONALLT PY HCAOLCY. REED COMPANK 
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syiidicalrd lrati$irri|)lit>ri series, and 
is availahle to other spoiist)rs in difTrr- 
cnl markets and areas. MarCrrcgor in- 
tegrates the F-,a llosa c«)tnniercials in 
a way that gives it the appearance of 
heing produced expressly for the 
macaroni ctunpariy. 

Figures frt)ni a typical market prove 
the show's pull, lu Hoston, a grocery 
inventory, conducted hy the lloslon 
Herald and Traveler, reported the fol- 
lowing increase in average I^a llosa 
units sold per st«)re in the lioston area 
for the five-month period of September. 
January last: 37.a, 49.4, 51.4. 

63.1. All other macaroni producers' 
sales remained on an even keel in the 
same market during the same |>eriod; 
the La Rosa upward trend was coinci- 
dent with the start of its Hollywood 
Theatre, 

La Rosa has noticed the imi)act of 
its American radio half-hour in an 
over-all way. Although the consump- 
tion hy manufacturers of the raw ma- 
terials that go into the making of ma- 
caroni products (flour, semolina, etc.) 
is 15% under last year, with over-all 
industry sales off about the same i)er- 
cent. La Rosa reports sales a little 
above those of a year ago. 

The company's officials feel that 
they are definitely getting their money's 
worth in radio. La Rosa's advertising 
budget is in excess of S500,000, with 
more than 60/r of that going into 
radio. While the current distribution 
of 25% for car cards, 10% for maga- 
zines, and S% for point-of-sale varies 
from year to year, radio has always 
gotten the greater part of the adver- 
tising allocation. 

The stations carrying Hollywood 
Theatre (WOR, New York; WCAU, 
Philadeli>hia; WHZ, Roston; WTIC, 
Hartford; WJAR, Providence; WBZA, 
Springfield, Mass.; WTRV, Troy, 
N.V.) apparently are as impressed 
with the show as La Rosa's dealers 
and consumers. Most of the stations 
carry up to five announcements a day 
plugging the program, with some of 
them paying the expense of billboard 
and car-card advertising. 

While too many advertisers have 
bungled things program-wise with only 
one language to worry about. La Rosa 
has made a complete success of bi- 
lingual radio. The third plant the 
company is building (in f latboro, 
Pennsylvania; the other two are in 
Brookl>n- N. Y.. and Daiiielson. 
Conn.), due to constantly increasing 
sales, is proof positive of that. ♦ ♦ ♦ 



^1 f 



3 % 




LODD 
AND 
CLEAR/ 



KFYR does come in loud and clear in a larger area than any 
other station in the nation! Not only that, but KFYR is the 
Number One station in the Number One agricultural state in 
the nation. Every man, woman and child in North Dakota 
(and our families are large) had a 1947 income of $1690.00 
• • » largest of any agricultural state. 



KFYR 



550 KC 5000 WATTS 
NBC AFFI LIATE 
REP. JOHN BLAIR 



Bismarck, No. Dakota 




FIRST IN THE 




DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE 



AM 



5,000 W 
14 20 Kc. 



FM 



47 Kw. 
t03.7 Mc. 



TV ond 



22.9 Kw. visual 
ouroL Channel 5 



Basic Affiliate of NBC, 
the No. 1 Network 



The November 1948 Conlon Sur- 
vey shows woe First in the Quad- 
Cities in 60 percent of Monday 
through Friday quarter-hour 
periods. W'OC's dominance among 
Quad-Cities stations brings sales re- 
sults in the richest indu<;trial market 
between Chicago and Omaha . . . 
Minneapolis and St. Louis. Com- 
plete program duplication on W'OC- 
FM gives advertisers bonus service 

Col. B. J. Palmttr, President 
Ern[« Sanders, Manager 

DAVENPORT, IOWA 




FREE & PETERS, INC., National Representatives 
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Broodcasters! Please note 

I roin llic ^ oik I iinos, 10 

I rUriiai \ edition: 

'*II(>uar<l (!. Ihii)[»t. lucmltcr of llic 
iialidiKil >alc^ ^tai^ of llic Hurcaii of 
('iU>in<^. since March of 

la-l \ciii. Iia> Itcoii nanif:! nianauci of 
I lie luin'ju s chain si on* division.'* 

I hiis. in a <^hnic(\ is how inlcnsi\cl\ 
the .\M*\ Huican of \<l\<Mlisiii<r dix^s 
il. 

'Mic Hnrciin of \d\cilisinjr is hi*: 
ItusiiM'ss. W idi a Imdorl of $1 .(KKI.()(K) 
aniiiiallx it c(hicalcs and infhi(Mic<> iia- 
t ional. I c<^ional. and h>cal ad\ (Mtist*rs 
lo a hu\in<: appreciation of nowspajicr 
^-pacc. 

< )in j:ness is tlrat nc\l \ear ihe 
l)ud<r( t a\ailal)lc to the lltirean of A<l- 
\ertisinj: will he nppcMl. It has w<)rke<l 
nKi<tnilicentl\ . . . for lunvs papers. 



And in a nu]nl)or of instan(c^ what 
has heen now>pai)or>' pain has hoen 
radio's loss. 

Thv Hureau of Ad\orlising makes 
no secret of it> ^lu And tluA 

nnisl often wonder whv no similar set- 
np has l)(*en dp\ ('lop(Ml l)\ the radio 
indnstrx for the o(lih(\Uion of ^-pon^-or**- 
and |>rospeeti\e .*'pon>or>. 

a matter of fact, we wonder, too. 

Buyers weigh the NAB 

'IhrcM' \ \l> eon\cnlions a*zo sI*(tN- 
>()K was horn. Two eonxentions ago 
we puhlisUed onr lirst \\H I'^xalua- 
tion ii-sne. It was the first time that 
the men and women who mak** hroad- 
casling jxtssiltlc through tluMr pureha>o 
of linu* w(Mj:lie<l the accomplishments 
and shorlcMuninfrs of the \ \U. 

On II April wo will ])ul)lish oui 
third convention is^no. Ajzain sponsors 
and ag(Mi<:ics ar(* being a^k<'d to evaln- 
al<* the aeeomplishnionis of tU(* WW. 
Vau'U current \ \ I » ])rojeet is heing 
anal) /ed ami checked l)\ advcM lising 
men. time hn\ers. merchandising 
anlhoiilies, account o\ecnti\os, and lop 
polic) uwn at hotli agencies an<l a<l- 
\ertisers. Hroafh'asting camiot operate 
in a \aenmn. If tlu* huyers are dis- 
satisfied with what the sell(Ms are doing, 
then il \s \ ital that the sellers know win. 

Tli(* \ \r» Kvalnati<tii ('<lition is ihe 
issue in which th<' scIKms inet^l hnwMs. 

SP(>\S(»I{ is liapp\ to he ahle to 
mirror tlx* \\l> for itself and all who 
work in hroadca^-t a<lvertising. lt*s 
given to iow iiidiist ries to set* tliem- 
>elves as others see tluMn. 



Selective Trends 

Knowledge of how* to use broadcast 
advertising clfoclixeK isn't too wide 
^-picdd. Ihcif i> some mider'^taiiding 
of how to \i<c network advertising, hut 
\er\- little appreciation of the .^^leetixe 
side of the medimu. si'o.NSOK for 
two-and-adialf \ ears ha-^ |>een 
pnMi^hing fa* t^ an I fignie^. slepd)\ - 
^tej) stories of marketd)vmarket radio 
ad\ertising. It nevertheless has onl\ 
'^ciatchcd the surface, 

1 he jol) hasn't heen (»as\. Adver- 
lis(»rs feel that tlu*\ possess in their use 
of ^(d( ( ti\<» hioa<leasl ad\oitising ^omo 
s(HM*et formula which few others ha\e 
diseo\ered. \lan\ n^fuse to jK^rmil 
their agencies to report their selee- 
live broadcast ad\crtising scIkmIuIcs lo 
th(* /\orahau(ili /yrport on Srirctivr 
Radio Advertisini::. I?e(»aiis(» of this 
I lie Rorahauiih Report is not reju esen- 
tallve in such fields as S(jap, tobacco, 
and watches. It is ptM'haps because of 
this that SI'onsokV Selective Radio 
Trends, based upcni Korabai'gh's re- 
port, shows a sharper de(»lin<» in the 
use of the seleeti\'(* niediiiin 1)\ broad- 
cast ad\ertis(Ms than the facts seem lo 
indicate. Uliat an advertiser uses is 
not the se(*ret of sel(M*ti\e brtKidcnst ad- 
vertising suc<-es>. but hou he uses what 
he purchases. sponsor feels that, 
for the good of all a<lvertisiiig. all 
iiiamifacturers should h<* willing to re- 
port what th(*y ar(* using. 

[ nU\ the da\ when a eoiu]>lctc re- 
port can he comi)iled b\ Horabaugli or 
another sour<'<\ sI'o.nsok will utilize 
;i revis<Ml **Sel<'ctiv<» Trend ' formula, 
to he iinco\(*r<Nl in a forthcoming issue. 



Applause 



Testing Time 

IhcK luis aK\a\s been >onic ipies- 
t ion in tlie miiuls of sponsors ami 
ag<Micies as to what wonld hai)pen when 
a niajoi network lo>l some of its k(*\ 
*nidi<'nce- producing accounts. Some 
agenc) ukmi iiisi>t<*d that >tatioiis would 
mo\c from oii<* ix'twork to aiiotlu'r as 
fast as th<'lr <-ontra<*ts would permit. 
OllK'rs f<'ll that station <*\(Muti\es 
w onlrl Ik* "uncooperati \ (»" w llli tin* 
M(i w oi k w lii( li lia<l lost the ac<'oimts. 
It wa> <zcn<Mall\ felt that the iiclwork 
MixoKed would b(* in a ver\ unpleasant 
[)o>itioii in lelation to Ixilli its aililiatcs 
irid il> clienl>. 

It ha^n I been so with the National 



Uroad<*asting (lompan\. W ith tli<* loss 
of s(*\eral of its top ranking progiams. 
il has been si>urrcd into production 
aclivit\ which has surjuist^d the fn^ld 
ami w hicli. w hih' it has \e\ to pro\ e 
itself. gi\es jMomise of setting tli<' pace 
for network hroadeaiitiiig in l919-.")(*. 

M»(i stations were expected to lia\ e 
the knih' out for lop netw ork poli<\ 
men. I'lms far ihev lia\ (mi 1 (*\ en un- 
>heallie(l their daggers. liistea<l. MUTs 
afliliales ha\e \oled to work with tlit* 
MMiior web and to a<*tiiall\ support its 
pronu>ti(nial ('ffoi Is w itli cash and 
sweat. The \er\ stations that were c\- 
pe< led to slug hardest wen* the station^ 
whl( h lia\e roll(*d up their >lee\cs and 
gone lo u ork hardest Ut resell radio. 



Out of NHds aches liiis come a 
partnership thai didn't exist Ix'fore the 
Im^uiu e\o<lus. \lan\ of MK/s allili- 
att's lia\ e been prone in tin* l>ast to 
rid(* on the network's coattails. both 
program ami proiiiol ion wise. This 
hasii I been heallln. e\cii though it ha^ 
been \er\ profitable for the stations 
ami \\\C. 

\ow that the coattails aren't s(» 
plnsli, the stations have \olc(l to sta!i(l 
b\ WW. and help il regain its fornu*r 
supreniac} . 1 1 doesn't rcall\ iiiatlci 
whether NIK] l<\nls the para<le again oi 
not. What do(*s matter is that IIkmc is 
a hot team u orkiiig to bring belter 
programs to the air ami to ]»roinot(* 
lh(*m better. 
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^ Listeners In Kansos City's Primary Trade Area ^ 

, VOTE FOR I 

7^ KMBC-KFRM 7e<^ 



The iirst Area Kadii* Siudy oi I he Kansas Cii> Primary 
Trade Area shows The KMIiC-KTHM Team far in the leati 
of all hrnadcasters heard in the area. Made in the fall of 
1948 hy Conlan Associates, this study is helicved to he 
the lurgest coincidental survey of its kind ever conducted. 
Factual data from this survey of more than lOO.OOd calls 
is puhlished in three hooks— The KMIK^-KTRM Team 
Area Study (Kansas City Primary Trade Area), the KMBC 
Area Study, and the KPRM Area Study. 

These Area studies which cover 8 a.m. to 6:30 p.m. 
throughout one week, (KTRM is a daytime station) ending 
in early October, exclude the larger cities: both Kansas 
City's (Missouri and Kansas) St. Joseph, Topeka, Salina, 



I luuluiison and Wichita, sur\ e}s for all of w hi(h have 
heen made hy C.Oiilan. 

The KMBC Area Study prove^i KNUiC is the 
mo^t listened to station (daytime) within an aver- 
a|;e radius of slightly over 100 miles from Kan- 
sas City! 

The KFRM Area Study proves KI-RM is the 
most listened to (daytime) station in Kansas within 
KFRM's half-millivolt contour! (KFRM is a day- 
time station.) 



KMBC Area Survey 



KFRM Area Survey 
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These graphs illustrate the percentage of total audience of KMBC and KFKM, as de- 
termined by the Conlan survey, in comparison to the other leading stations of the area. 



There were 73 Kansas, 5 Oklahoma and 4 Nebraska 
counties included in the KFRM Area Survey, (Wichita, 
Salina, Hutchinson excluded) with a population of 1,011,- 
750; all within KFRM's half-millivolt contour. 

In the KMBC Area Survey there were 6l counties, (Kan- 
sas City, Mo., Kansas City, Kansas, St. Joseph, Topeka ex- 
cluded); all within KMBC*s half-millivolt daytime contour. 

In the KMBC-KFRM Area Survey for the Kansas City 
Primary Trade area, as defined by Dr. W. D. Bryant, now 



research director for the 10th Federal Reserve District, 
there were 13^ counties, with a total population of 2,099,- 
531; all counties being within the half-millivolt daytime 
contours of KMBC-KFRM. (Metropolitan areas named 
were excluded.) 

Only The KMBC-KFRM Team delivers complete cover- 
age of the great Kansas City Trade area! The KMBC- 
KFRM Team provides the most economical circulation an 
advertiser can buy to cover this huge, important trade area. 



KFRM 

For Kcirts<]» Form CoverGi§£ 





^ CHILLICOTHE 
ROOKFIELD * 



% ^ t.C'AViJNWaRTHtr^m LEXINGTON • CARROLLT0N4. 
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Audrijn 

1^ MEXICO' 
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':t.ONc,tv toPEKA* I'^'VLAWREiia! 



COUNCIL GROVE 



Last year, 167 new sponsors 
(55 of them local) joined the 
Swing to WHB. More Kansak 
City advertisers now use 
WHB than all other stations 
combined. In one year (1948), 
WHB increased its power ten 
times . . . received 147% more 
mail . . . added to its coveratie 
area 89 new counties in three 
states, with a potential of two 
and a half million new 
listeners. 
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JOHN BLAIR & CO. 
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DON DAVIS, />,.^.d,ni .J ... 

JOHN T^CHIllING, G.n Mjf^ 
MUTUAL NETWORK • i 710 KILOCYCLES •"5;obo WATtV'nIGHT 
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